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A long list of Brodie firsts 
in jet fueling 


First commercial Transatlantic jet flight by British First with the fastest— Pan American’s mighty Boeing 


Overseas Airways Corporation. BOAC’s DeHaviland 707 Jet Clipper. America’s first Transatlantic jets were 
fueled through Brodie’s fast accurate B-80C BiRotors. 


Built for flow rates to 750 gpm, Brodie full capacity 
meters transfer 17,500 gallons of jet fuel in minimum 


Comet 4 was jet fueled by full capacity Brodie B-80C 
BiRotor Meters—especially designed for jet age service. 


time. 


First Transcontinental jet flight. American Airlines’ First DC-8 Coast-to-Coast flight. United Air Lines’ big 
Boeing 707 fueled through Brodie’s high speed, high new Douglas DC-8 Jet Mainliner took on a tank car of 
capacity B-82D BiRotor Meters. Well ahead of this jet jet fuel through Brodie BiRotor Meters for its first non- 
age, Brodie was ready with BiRotors built to handle stop service flight — East and West. 


high velocity fueling in record time. 


Whatever your metering needs — jet fuel- it at full capacity. For meters that are 
ing, pipelines or marketing — you'll find first by every comparison... see your 
you don’t have to “baby” a BiRotor —use Brodie Metering Specialist —first and last. 
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RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: “BRODICO” 
MT. VERNON, N.Y., 550 So. Columbus Ave. 


DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF.. 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 








“Ethyl” Multi-Purpose Additive gives you 


3 EXTRA SELLING POINTS 
FOR YOUR GASOLINE 


1. Effective Detergency. “Ethyl”? Multi-Purpose Additive removes 
carburetor deposits which are a chief cause of rough idling. 


2. Effective Anti-Stalling. ‘Ethyl’? Multi-Purpose Additive prevents 
stalling due to carburetor icing in most cars under most conditions. 


3. Effective Anti-Corrosion. ‘Ethyl’? Multi-Purpose Additive forms a 
protective coating on interior walls of the fuel system, plus giving the 
same protection to your storage tanks and pipelines. 


Look into “‘Ethyl’’ Multi-Purpose Additive. Just for its detergent value in 
keeping carburetors clean—this new gasoline improver more than pays 
for itself. Ask anyone who services carburetors—fleet mechanics, garage 
servicemen, your own automotive engineers—and you'll find that deposits 
in the throttle-body area are a chief cause of rough idling and a contribut- 
ing factor to poor mileage. 


“Ethyl” Multi-Purpose Additive costs only nine-tenths of a cent per 
barrel of gasoline. So when you figure its other values—as an icing in- 
hibitor and anti-corrosion agent—how else can you add so much pro- 
motional value for so little cost? 


Your Ethyl Representative can tell you how easy it is to add “Ethyl” 
Multi-Purpose Additive and show you proof of its advantages. He will 
also be glad to outline the wide range of services—including sales promo- 
tion help—available when you buy from Ethyl. 


x” 
ETHYL CORPORATION, new york 17, N.Y. » TULSA « CHICAGO « LOS JANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO * ETHYL USA (EXPORT) NEW YORK 17, N.Y. 
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FASTER DELIVERY, LOWER COST PER FUEL DROP 


As an oil marketer, you know that 
high delivery costs are the major rea- 
son for high marketing costs. 


4i 
: INT V/ ay ; , 
we S BE; Want to reduce your delivery costs? 


Look then at OPW’s new 4” rapid 
me il Gs — el ELL, i* delivery Tight Fill system. It’s un- 
restricted full-flow design, quick 
coupling action and leakproof seal 
give you the fast, safe accelerated 
deliveries that help to reduce costs. 


OPW NOS. 60, 61-AS, 61-T, 62 SUBMERGED TIGHT FILL FOR UNDERGROUND STORAGE 


*Of course, OPW also offers 
equipment for 3” Tight 
Fill. Details in Bulletin 
F-16-R. Write for a copy. 


NO, 60 ELBOW 


NO. 61-AS ADAPTOR 


OPW CORPORATION 


2735 COLERAN AVENUE, CINCINNATI 25, OHIO Kirby 1-5400 


NO. 62 CAP é 
VALVES « FITTINGS * ASSEMBLIES FOR HANDLING HAZAR 
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A POLICY OF WHICH WE ARE PROUD! 





Dealer Relations 


Policy 


...to let everybody know the Mobil Company’s basic beliefs 


about working with its Dealers... 


Here is a statement of Mobil’s business philosophy. 
We hold that the success of the Company’s sales 
efforts depends largely on the success of its dealers 

. . and that any sound business relationship must 
be based on fair dealing, mutual understanding and 
respect. 


l. DEALER SELECTION. We seek to attract 
dealers with an aptitude for retailing, a desire to 
own their own business, an interest in their com- 
munities and a reputation for reliability and integrity. 
») 


LEASES. Tn cases where we lease property to 
dealers, we offer up to 3-year leases to responsible, 
financially sound dealers who have shown that they 
will maintain or enhance the value of the property. 


3. STATION LOCATION. Our goal is for each 
Mobil dealer to be so located that the market from 
which he can draw trade is large enough to provide 
the opportunity for a profitable retail business. 


4. ADVISORY SERVICE. We continually train 


our sales representatives to give the dealer, when he 
desires it, practical, up-to-date advice on selling, 
management, merchandising. automotive develop- 
ments and operation methods. 


5. DISTRIBUTOR PROGRAMS. Jp areas where 


we market our products through a wholesale dis- 
tributor, we encourage our distributors to make 
available to their retail dealers the same programs 
which the Company has for dealers it supplies directly. 


6. CUSTOMER RELATIONS. We keep each 
Mobil dealer mindful of the marketing advantages of 
prompt, courteous service to his customers, and of 
keeping his station and rest rooms neat and clean. 


_ 7, MEETING MANAGEMENT. Whenever a dealer 


wishes to talk with a member of Mobil Management, 
he is weleome—encouraged—to do so. 


&. LEASE RENEWAL. Where we lease a station 
to a dealer, we review his lease and discuss it with 
him well in advance of the expiration date. If 
further discussion is necessary, a conference is 
arranged to determine if the lease can be renewed 
on a mutually satisfactory basis. 


9. COMPETITION. We believe our dealers, as in- 
dependent businessmen in a competitive industry, 
realize that they cannot be guaranteed a net profit. 
Mobil dealers’ net profit depends on their efficiency, 
policies, service rendered and ability to operate 
within a competitive framework. 

10. DEALER INDEPENDENCE. Eyery Mobil 
dealer is an independent businessman, free to buy 
and sell our products and others, and free to operate 
his business as he sees best, subject only to laws and 
the conditions of written contracts with us. 

11. VACATING THE STATION. If a dealer leaves 
a station, our District Manager will immediately 
seek a meeting with him for a final discussion of all 
aspects of his relationship with the Company. 


Mobil Oil Company 


A Division of Socony Mobil Oil Co., Inc., 150 East 42 Street, New York 17, N.Y. 
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Behind Our Headlines 





Green and Big Green 


i ie ME TELL YOU about some changes in NPN 
you probably ought to notice. One in particular 
you should catch, because it involves shifting two 
old and popular features from one part of the 
magazine to another. 

These two features are Supply and Demand 
page and Petroleum Indicators. Both used to be 
in the “Green Section” up front. Starting with 
this issue, they move into the Market Section, 
toward the rear. 

That is just part of a bigger change, though— 
the establishment of another green section in the 
back of NPN. In this section you'll find a com- 
plete report on market prices and a rundown on 
pertinent market news. The purpose of this is to 
give NPN readers fresher information from the 
marketplace. 

At the same time, we are introducing two new 
features which you'll find in the familiar Green 
Section up front (page 71 in this issue). One is 
Trends to Watch, which spots and summarizes 
significant trends, both big and little, at a glance. 
The second is Personal Business. This unique new 
department contains information and suggestions 
prepared especially to help you with the personal 
side of your business. It starts on page 143. 

The mainstay of the Green Section, of course, 
is Ahead of the News, which for years has been 
NPN’s most popular feature. 

These changes do two things: (1) They offer 
additional service; (2) They enhance NPN’s in- 
side appearance, especially the back of the maga- 
zine. Studies show the back part of NPN is as 
closely read as the rest of it. So it seems fitting 
that we dress it up a little more. We now have 
two green sections: Green and Big Green. 


Not on the Market 


| See! MONTHS cover, featuring a game des- 
ignated “Reorganization,” has drawn in- 
quiries about the game itself. 

No, such a game is not on the market. The 
cover merely symbolized the theme that reorgani- 
zation is a grim game. The concept of the game 
was cleverly executed by Bill Caperell, NPN art 
director. 


< 
ero , Editor 
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This little jiggerful is a pretty close 
measure of the average petroleum 
jobber’s profit per gallon. Lose it 
through spillage, pilferage or 
inaccurate measurement and you 
lose the profit on a whole gallon sold! 


Multiply this by the number of 
gallons one of your trucks handles. 

A small measuring error could 

give away $2,000 of your money 

in one year with the greatest of ease! 


This is why accuracy is the only 
important factor when buying a 
meter. All other factors, such as 
loss of head or a slightly lower 
price, take a back seat. 


Make sure you get true accuracy 
in three dimensions . . . accuracy 
at one rate of flow at any one time 
... accuracy over a wide range 

of flows . . . and most important, 
accuracy that’s sustained over 
many years, that doesn’t drift 
every time you turn your back. 


COINS the profit on a whole gallon 


Neptune’s fine reputation and 
leadership is based on true 
three-dimensional accuracy. 

For positive personal proof, make 
your own tests. Keep comparative 
records. And ask your neighbors. 





Neptune oil equipment jobbers 
near you have all sizes for tank 
trucks, transports, refuelers, 
bulk plants and terminals. 








LIQUID 
NEPTUNE METER COMPANY / mever 


19 West 50th Street « New York 20, N. Y./ DIVISION 
Branches and Jobbers in All Principal Cities 





EVER-TITE 


your best buy 


for high 
pressure 
deliveries 


Dash-pot feature assures 
better control under extreme 
pressures —less shock 
after delivery 

* 
Seals of dual poppets are 
gasoline and oil resistant 

e 
Vacuum breaker feature 
available 


. 
Aluminum body, bronze parts 
e 
Rigid or flexible tubes 

& 
All parts are completely 
interchangeable with parts 
of other ‘‘210” nozzles 
on the market 

e 
Order now from your Ever-Tite 
distributor, or write for details 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N.Y. 





Dual-Branding for Jobbers? 


There's little agreement on this controversial 
subject, as comments from our readers show 


To THE EpITor: 

We have had this kind of operation 
for the past ten years, and we think 
we need it. (“Should Jobbers Go 
Dual-Brand?” NPN—Jan.  pi01.) 
Since we started as an independent, 
we have kept our trademark alive, 
and when we took on a brand early 
in 1949 we had some accounts who 
did not want to change. 

We have been able to increase our 
lube-oil sales to a great extent through 
our unbranded accounts, and with 
lube oil our independent dealers pay 
the same price as our branded deal- 
ers. We have dropped our independent 
brand and sell only our branded sup- 
plier’s oils and lubes. 

Our supplier has been very coopera- 
tive, and is supplying a great deal of 
our unbranded material. Certainly it 
has caused better feeling between us. 
I feel obligated to my branded sup- 
plier for the understanding; there- 
fore I do my best to try to sell my 
independent accounts on a branded 
setup. 

With a brand, the jobber has some 
sort of guaranteed floor, which some- 
times could cause him to not worry 
too much about competition. While 
usually having a higher fixed margin, 
his advantage is eaten up by his in- 
vestment in equipment. Independent 
accounts are always being solicited by 
someone, often by the jobber’s own 
independent supplier. This certainly 
isn’t conducive to loafing or letting 
down, for if you are not on your 
toes, your account is going to be sup- 
plied by someone else. 

One other thing. We find that if 
we can make from one-quarter to 
one-third as much net profit on our 
independent business as we can on 
our branded business, we are actually 
better off because there’s no invest- 
ment at all on the unbranded account. 

Cuas. K. A. MCGAUGHEY 
President 

Central Petroleum Corp. 
Lexington, Ky. 


Before any jobber goes dual, he 
should really see that his source of 
supply for the unbranded is firm, or 
he is in for a lot of trouble. It is only 
a question of time before all of the 
majors are dual—and I believe a job- 
ber has the same right to walk down 
both sides of the street. 


There is no conflict between our 
branded and unbranded dealers. In 
fact, it helps us to make our branded 
dealers realize that service is what 
they have to sell. Also the investment 
in an unbranded station is about half 
of that of a brand. 

Jobbers should not overlook the fact 
that an unbranded station really can 
do a fine job on TBA, especially on 
retreads. Some of our unbranded sta- 
tions are our biggest resellers on re- 
treads. 

The public today is divided into 
two classes, one price, the other serv- 
ice. My motto is, “Give them what 
they want.” 

E. J. CONNABLE 
Moto-Pep Inc. 
Memphis, Tenn. 


Plt is my thinking that the jobbers 
would be making a mistake to try 
the dual-brand operation at this par- 
ticular time. We all, of course, realize 
that good service-station operators are 
hard to find, and I believe that if a 
jobber should in any way fly a private 
brand in or near a station operator 
who is carrying his major brand, that 
the relations would be not only 
strained, but in most cases he would 
probably lose the operator. 

We are not flying our independent 
flag in any area where we are flying 
our branded flag, and we do not in- 
tend to compete with each other in 
our areas of operation. 

The article is of real interest and, 
though I read it twice, I intend to read 
it again, since it certainly is full of a 
lot of thoughtful information. 

L. D. SULLIVAN 

Manager of Branded Sales 
Lion Oil Co. 

El Dorado, Ark. 


>The method used is the thing to 
look into if you expect it to be ac- 
cepted by industry and the public, and 
it must be accepted by both if it is to 
be successful. .. . 

If you go into dual brand with dual 
pricing as the incentive, encouraged 
by some suppliers, you had better 
give some thought again to the 
method. Do you think that a 20% to 
25% discount—and in some cases 
more—for the same value product to 
a new customer above their old reli- 
able customer (and that may be you) 
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will stand up as a stable business prac- 
tice? Do you think the outstretched 
hand of the old jobber of many years 
with a fifth or more money in it for 
the supplier is going to continue to be 
bitten by him? 

. If the major suppliers want to 
go dual brand, they must first take 
steps to discontinue dual pricing, dis- 
continue the “Madison Avenue” the- 
ory of accounting (incrementation), 
go back to the “2 + 2 == 4” account- 
ing practices, and sell as many brands 
as they please, with each brand priced 
as to value per gallon (not gallon- 
age). If they do not, where else will 
you acquire your other brands? 

The suppliers are not proud of this 
underhanded pricing and overproduc- 
tion because they cannot proclaim to 
the public that it is “theirs.” All things 
of mankind must be named and 
claimed if there is to be public ac- 
ceptance. Things done in secret, or 
by mistake, historically have been 
short lived. Therefore, before you in- 
vest you must have all of industry 
with you. 

F. W. BuRTON 
Decatur, Tex. 


>You used the nomenclature “dual 

brand.” I prefer to use the phrase 

“different methods and manner of 

marketing.” I believe this more truly 

describes the situation relating to the 

various methods of marketing with 

which your article deals. It is my 

opinion that your article just touches 
the surface of this subject. 

J. H. WHITE 

President 

Port Oil Co 

Charleston, S. C. 


Using Station Tools 


>In your December “Money Making 
Ideas,” page 15, you mention a way 
to help retail gasoline dealers by ad- 
vising them to allow grease job and 
oil customers to use station tools, etc., 
for do-it-yourself. 

Checking our records we find that 
our regular customers have their cars 
greased about six times a year. Just 
figuring labor costs of $1 per job 
leaves us a profit of 50c a job or 6c 
per week or Ic a day (Sundays ex- 
cluded). Now just what do we have 
to do for this one cent? Please note 
that we did not include cost of, or 
maintenance of, greasing equipment, 
grease used, electricity, heat cost of 
building, office expenses, etc. 

What would you say if some of us 
retail gasoline dealers suggested that 
you allow us, your subscribers, to 
come to your plant, bring along some 


Letters 


paper and for you to stop your presses 
and show—yes, teach us—how to run 
your presses so that we can print our 
statements, letterheads and envelopes, 
etc., on a do-it-yourself basis. 

May I suggest that instead of sug- 
gesting that dealers donate an hour 
a week to do-it-yourself lectures, they 
spend that hour figuring out their 
take home pay. 

Morris E. HATOFF 
Hatoff’s 
Boston, Mass. 


Backing Dealers 


PI have read “Financial Backing for 
Dealers” (Jan. p97) carefully and con- 
clude that this company is one of the 
so-called independent price marketers. 
This, of course, is a legitimate plan 
of marketing, but it does not compare 
directly with the jobberships selling 
major brands. 

It also appears that Ince Oil exer- 
cises such a degree of control over 
the dealers as to practically own them 
anyway. To my way of thinking, 
there would be some question as to 
the legality of such a tight control. 
Our own experience has been that a 
simple consignment on the major 
products, mainly gasoline and motor 
oils, works better. 

Most major-brand jobbers that I 
know of have been leasing stations for 
many years. I do know of some major- 
brand jobbers who are taking an op- 
posite position from the Ince Co. and 
are going back to salary operations 
successfully. 

STERLING D. WOOTEN 
Wooten Oil & Fuel Co. 
Goldsboro, N. C. 


Tight-Fill Correction 


I’m a little embarrassed about the 
statement attributed to me (NPN— 
Dec. p98) that “faster deliveries can 
be assured only if fillpipes are straight- 
ened. . . .” The correct version is that 
“faster deliveries without tight-fill con- 
nections can be assured... .” 

I can’t conceive of jobbers spend- 
ing money at today’s labor rates to 
realign fillpipes, since with tight-fill 
connections they can get faster deliv- 
eries without worry about fillpipe 
alignment. If they use tight-fills, have 
the vent pipe ending near the fill- 
pipe, have signals on the tanks, and 
take the screens out of vents, they 
can pump at almost any rate without 
worrying about a gushback, even if 
the fill lines are pitched in the wrong 
direction. 

CHARLES G. EYSTER 
Time Saving Fills Inc. 
York, Pa. 


February, 1960 * NATIONAL PETROLEUM NEWS 





S$ 22m 


500 


CONTROL VALVES 


AUTOMATED 
REMOTE CONTROL 


For Remote Control, Pres- 
sure Regulators, Differen- 
tial Pressure, Rate of Flow, 
Pressure Relief, Multiple 
Pilot Operation, Non- 
Surge Check Valve. Oper- 
ates on balanced line pres- 
sure, handling oil, gas, or 
water in sizes 2 in. to 12 in., 
up to 600 psi and 150° F. 


SEND FOR FULL DETAILS, TODAY 


RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: ““BRODICO” 
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Standard Oiler Jack Sindall, and wife Carolyn, introduce their silver poodle to the sparkling wonders of modern detergents. 


From deep in the 
earth...the world’s 
best cleaners 


Less than 15 years ago, the first package of modern 
detergent was sold to a dubious housewife. Today, 
two-thirds of the nation’s cleaning is done by synthetic 
detergents. 


This has been made possible by a chemical ingredient 
found in petroleum. Standard pioneered production of 
this substance and today produces more than half of all 
that is used in the United States.* 


As every woman knows, synthetics do any cleaning job 


better. They make water “wetter,” have greater cleaning 
power, cause dirt to come out fast and float away. 


Detergents work in hard or cold water, leave no scum or 
bathtub ring, allow dishes to drain sparkling dry. 


To make them even better, our scientists are continually 
testing new formulas, which they try out on stacks of 
dishes, bundles of scientifically soiled laundry samples, 
piles of dirty white shirts. 


As a result, the detergents you use get better every 
year. And they become useful in more and more ways, 
from washing railroad cars to making water wetter for 
fighting fires. 


In this way, by continually working to bring you better 
products, the people at Standard are planning ahead 
to serve you better. 


* through our wholly-owned subsidiary, Oronite Chemical Company 


STANDARD OIL 


10 


COMPANY OF CALIFORNIA 
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or giving tires'the air’... 


There’s no percentage in gambling on second-rate hose—for your gas pumps 
—the grease rack — air station—or the radiator replacement hose you supply 
customers. 

In fact, every hose used around a well-run, modern station calls for the kind 
of dependable quality Goodyear hose always gives you. You can be sure it 
will pay off in longer, more trouble-free service despite the exposure to oil 
and rough handling most hose gets. 

So why settle for less than Goodyear quality in any hose you use or sell? 
Contact your Goodyear Distributor—or write Goodyear, Industrial Products 
Division, Akron 16, Ohio. EC, Wingfoot —T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 


..the big name in ae, is 


GooD*yY EAR 


THE ont fl NAME IN RUBBER 
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THE MOST ADVANCED ACCOUNTING 
MACHINE EVER DESIGNED 


21 totals—each functioning as an independent crossfooter 
Automatic elimination of incorrect balance pickups 
Automatic selection of elective posting programs 
Automatic enforced distribution 

Automatic dollar-sign printing 


MORE MONEY-SAVING FEATURES! 
The new National “33” accounting 
machine is designed to provide more 
information, more automatically 
than ever before and in the simplest 
manner . . . for businesses large and 
small... with a large bonus in time 
and money saved. Some of the many 


Four separate counter lines 


present or future 


features that make the National “33” 
without an equal are listed above. 
But the principal advantage of the 
National “33” is that all its features 
are combined in one machine, ready 
to produce the detailed accounting 
results required today for progres- 
sive management. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 


12 


Automatic elimination of irrelevant factors 
Automatic Debit or Credit Balance column selection 
Automatic forward, reverse, and vertical totaling 
Programmable fixed-factor multiplication 

Single key, direct reverse-entry control 


Can be integrated with Electronic developments, 


Your National representative, a trained 
systems man, will show you how the 
“33” can bring economies to your rec- 
ord-keeping ...and why it is without 
an equal in all the world. 
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Money-Making Ideas 


A SLIDE RULE made especially for 
the purpose, helps dispatchers who lay 
out the routes for gasoline delivery 
trucks. It speeds the calculation of 
each dealer’s average sales in gallons 
per day, number of days before the 
next delivery, and anticipated gallons 
for the next delivery. 

Say you want to find the average 
gallons a dealer sells per day. You 
set the arrow on the middle scale at 
the number of days elapsed between 


THE SIMPLE SYSTEM used by an 
Oregon Mobil dealer is bringing in 
business from boating enthusiasts. The 
dealer keeps his own boat parked 
where it can be seen by drivers. Those 
headed for the nearby lakes stop to 
ask for fishing advice, to buy fuel for 
the outboards, and to ask about out- 
board engine repairs. 


$ 


DEALERS can set up an attractive 
display by going to the local news- 
paper office and borrowing photo- 
graphs of the town (and maybe of the 
service station) as it appeared 20 
years ago. Or even display high-school 
class photos 30 or 40 years old— 
there are usually plenty of those 
available. 


TIRE SALES have been boosted by 
an Atlas dealer in Ohio. He checks 
the receipts on his sales. A telephone 
call then goes to all customers who 
have purchased tires 15-17 months 
before. The dealer suggests a check 
or even a trade-in. 


$ 


A LAY-AWAY PLAN is a common 
device used by merchants to help cus- 
tomers save up the price of big-ticket 
merchandise. Station operators who’ve 
tried it say it works equally well for 
car owners who find it tough to ac- 
cumulate the price of a set of tires. 
Lay-away buyers generally will pay a 
better price for better quality, too. 


the present and the last delivery. (On 
the sliderule above, it’s 9). If the total 
gallons the dealer sold during that pe- 
riod is, say, 450, find 450 on the top 
scale and read the number on the mid- 
dle scale directly below it. It’s 50, 
which is the average gallons sold per 
day. 

Supertest Petroleum, London, Ont., 
awarded warehouse superintendent J. 
R. Billingsley a prize of $100 for his 
idea. 


TRUCK BUSINESS is the target 
of a Carter Oil dealer who posted a 
large sign that designated his station 
as an “authorized stop for the follow- 
ing truck companies . . .” He finds 
it brings in passenger-car business as 
well as trucks. 
$ 


IF YOU HAVE STATIONS located 
in metropolitan areas where overnight 
parking space is scarce, maybe your 
dealers can make some extra money 
while the station is closed. 

In New York City many dealers 
who close in the evening are renting 
out space to the tune of up to $1 per 
car per night. 


PRESSURE COOLING SYSTEMS 
on cars eventually will become uni- 
versal, so there'll be more need for 
pressure testing. A  pressure-gage 
holder mounted somewhere on the 
pump island makes it easy for station 
personnel to perform this simple serv- 
ice. Reminds them of the need for it, 


$ 


OUTSIDE DISPLAYS seem to stim- 
ulate sales of almost everything. Now 
it’s wiper blades! Several dealers have 
tried hanging racks filled with blades 
on an outside station wall or on the 
pump island where customers can see 
them. The minute blades are out in 
the open, volume picks up. 
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|hand 


basic motor tune-up set 


fot le tat 200 


this set HT-510 


$1490 


this compression 
test kit HT-635 











New G-E TOOL-MATE fits on 
handy...saves steps...saves 


FOUR KEY QUESTIONS TO ASK YOUR DEALERS: 


i, TIRED OF BALANCING TOOLS ON 
FENDERS OR FILTER? 


2. WEAR YOURSELF OUT RUNNING 
BACK AND FORTH FOR TOOLS? 


3, TEED-OFF WHEN A CUSTOMER 
DRIVES OFF WITH A PET TOOL? 


4. SICK OF TOOLS TEARING YOUR 
POCKETS? 


14 


G-E TOOL-MATE slips onto radiator 
cap, keeps tools within easy reach. 


G-E TOOL-MATE keeps tools “on-the- 
job”, saves time, steps and tempers. 


G-E TOOL-MATE keeps tools together, 
has trough for small parts, too. 


L@y 3 


G-E TOOL-MATE holds everything 
they need; tools won't tumble out. 


From now on, when working under the hood, your 
dealers can keep tools within easy reach—without 
blocking normal work areas, without cluttering up 
the place with tools. It's the long-needed G-E 
TOOL-MATE, created by General Electric! The 
G-E TOOL-MATE is 2” deep, 6” wide and 16” 
long—plenty big enough to hold all the tools nor- 
mally needed for under-hood jobs. He'll cut down 
trips to the workbench; keep tools out of his 
pockets, off the fenders and filters . . . and his cus- 
tomers won't be driving off with tools which 
might otherwise have been left under the hood. 

And the G-E TOOL-MATE has a trough running 
the full length that’s perfect for holding nuts, bolts 
and cotter pins that are frequently misplaced. 


steel construction with 


Rugged 26-gauge “inp 
baked-on enamel finish 





*The G-E TOOL-MATE 
is FREE when dealers 
buy 24 (2 cases) of G-E 
Sealed Beam Headlamps 
at their regular cost! 
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radiator caps... keeps tools 


time ...cuts tool losses! 
... and it’s FREE* 


HERE’S HOW A DEALER GETS A FREE 
G-E TOOL-MATE: He just buys 24 General 
Electric Headlamps (2 cases) —at his 
regular cost. And he can choose from 
any of these five G-E types: 6006 — 6012 
6013 — 4001 — 4002. He pays only for 
the lamps. He doesn’t have to buy the 
G-E TOOL-MATE out of profits—and 
he doesn’t overstock himself. For more 
information, ask your General Electric 
Headlamp salesman or write: General 
Electric Co., Miniature Lamp Dept. M-03, 
Nela Park, Cleveland 12, Ohio. 


Sturdy, fold-down, 
pail-type handles 


SELL G-E SUBURBAN HEADLAMPS IN 
PAIRS. Tell dealers to give customers 
—with 2-headlamp cars — approximately 
the same lighting as those with new 
4-headlamp cars. REMEMBER... 
only G-E SUBURBAN Headlamps have 
the low beam filaments on focus to pro- 
vide the “spotlight” effect that puts more 
light down the right side of the road .. . 
to help motorists see better in spite of 
oncoming cars’ lights. If you have a 2- 
headlamp car, try a pair yourself and see 
the tremendous difference. 


ath \ Rag ' 
a NY pnt 


Full-length trough 
for small parts 


| i 
Legs keep tray level 
on flat surfaces 
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Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 
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ORONITE) has added a 


new dimension to 


lube oil additive performance! 


Now you can have all the desirable diesel and high 
temperature gasoline engine performance of previous 
Oronite lube oil additives — PLUS — proven low- 
temperature detergency — at ne increase in treating cost. 


New approach Oronite 500 Series Additives are balanced blends of 
; several dispersants and detergents which possess 
to compounding for outstanding LOW and HIGH temperature detergency 
5 inl properties. They can be formulated to any particular 
low-temperature operation! market or cost requirement — with a minimum number of 
i) eye) S e ri es additives being required to provide you a complete line 
of lubricating oils. 

A re | re! it i ves Oronite 500 Series Additives have been extensively tested 
with spectacular results. Let us check their performance in 
your own oils — whatever your requirements. 500 Series 
Additives will qualify your products for any specification — 
military, your own, or customers’. 


Ask us to prove 500 Series Additives to you. Call the 
Oronite office nearest you. 


ORONITE CHEMICAL COMPANY 


A CALIFORNIA CHEMICAL COMPANY SUBSIDIARY 
EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 


SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Los Angeles, San Franci » Seattie ; 


Foreign Affiliate: California Chemical international, inc., San Francisco, Geneva, Panama 
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WVETAL MAKES THIS METER 





NO CUP LEATHERS NO MECHANICAL VALVES FOUR METAL PISTONS 


The Bennett four-piston all-metal meter ee ae life-long accuracy and maintenance-free 
will handle any fuel that can be marketed for ° “S service. The exclusive all-metal meter is just 
use in modern motor vehicles. No fuel, r -— one more reason why oil marketers 
regardless of additives or aromatic : ey =everywhere consider Bennett pumps 
content, will damage this meter’s y the Standard for Comparison. 


he Mandlard, fer Comparison 








Big G 
Transfer Pump 








AS 


Each of these Bennett products is built to be the finest of its type, to deliver the superior 
performance, maintenance economy and year-in, year-out dependability that have 
made Bennett famous as the Standard for Comparison. That’s why oil marketers everywhere 
rely on Bennett dispensing equipment for quality construction and peerless operation. 


JOHN Wood COMPANY . Bennett Pump Division »- Muskegon, Michigan 
District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland © Dallas * Denver * Detroit » Kansas City 
Little Rock * Los Angeles » New Orleans * New York « Philadelphia * Pittsburgh « Rochester * Salt Lake * Seattle * St. Paul * San Francisco 
in CANADA: JOHN Woop ComPANY LIMITED - Toronto + Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 


What They’re Saying 





About “gas” economy... 
job security ... research 
needs... highway funds 


<con the basis of present indica- 
tions it seems fairly clear that by 1970, 
at least 25% of all cars on the road 
will be capable of 25 miles to the 
gallon, or better, in city and country 
driving . . . this estimate is based 
not only on the probability that the 
market for economy cars will grow, 
but also on the fact that improvements 
in fuel, engine and transmission effi- 
ciency are being made in most other 
classes of cars.” H. E. Chesebrough, 
general manager, Plymouth-De Soto- 
Valiant Div., Chrysler Corp. 


CAmerican industry has a dual 
responsibility: the development of a 
basic research program that sustains 
the industry and insures its growth; 
and the sharing in the enlightened sup- 
port of a broader body of scholarly 
research outside industry, which is 
equally indispensable for industrial 
progress.” Dr. G. B. Kistiakowsky, 
special assistant to the President for 
science and technology. 


G¢It would be tragic indeed, if after 
leading the world for 20 years in the 
direction of a more competitive inter- 
national trading system, we were to 
now put aside the traditional principles 
which we have been vigorously 
preaching. All of us believe in compe- 
tition. Competition, both nationally 
and internationally, results in occa- 
sional stresses, but we cannot have our 
cake and eat it, too. We cannot have 
the benefits of free competition with- 
out the stresses and strains that go 
with it.” Eugene Holman, board chair- 
man, Standard Oil Co. (N. J.) 


GCIs a 90 to 10 split between federal 
and state governments appropriate 
[for the federal interstate highway 
program], and can we ever hope to 
have efficiency when 90% of the 
funds are provided by one branch of 
government for another branch of 
government to spend?” Robert H. 
Scholl, vice president, Esso Standard 
Oil Co. 


GCin a free economy such as ours, 
job security depends ultimately on the 
security of the enterprise—its ability 
to stay in business through sound, 
efficient, and economic business prac- 
tices. True job security cannot be ne- 
gotiated.” T. S. Petersen, president, 
Standard Oil Co. of California. 





BUILD 
CONSUMER 
ACCOUNT 
VOLUME 











Give your customers 3-way fueling economy! 


Accurate fuel cost control 


Faster, safer refueling — easy-to-read 
2 horizontal dial face 


3 Padlock provision to end pilferage 
Bennett quality features—direct driverotary vanepump, 


built-in strainer and check and by-pass valve — make 
Fleet Jr. pumps inexpensive to operate and maintain. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION - MUSKEGON, MICHIGAN 
IN. CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 
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‘Service Station of the Year’ 


FIRST PRIZE in Connecticut Petroleum Council’s second annual contest was 
won by Manchester Service Center Inc. of Manchester. It was picked from 
900 competing Connecticut service stations. The winner got $100. (For the 
story on how this contest works, see NPN—Nov. °58 p84.) Shown are (left 
to right) Robert P. Stacy, judge; Robert Hayes and Robert Severance, attend- 
ants; George F. Bassett, co-operator, and Wilfred J. Maxwell, judge. Other 
co-operator, Charles R. Matties, is not shown. 


How Many Stations Can One Corner Hold? 


TWO IS TOO MANY here, it seems. At this intersection in Waterbury, Conn., 
a Cities Service and a Chevron outlet stand forlornly side by side. Both stations 
were unoccupied when the photo was taken. 


The East 


Three Fuel-oil jobbers 
plan terminal expansion 
...Amoco rebate limps 


EXPANDED TERMINAL operations 
loom big in the future plans of three 
New York-area heating-oil jobbers. 

Whale Oil Co. of Brooklyn plans 

to erect 200-mil- 
lion gal. storage 
at a new deep- 
water terminal 
adjacent to its 
present tanker 
terminal at the 
foot of 53rd St. 
in Brooklyn. 
rs A more ambi- 
j ee tious project is 
By Comellus Harvey Lewis of 
Brodersen haf ogee ng 
Lewis Oil Co., 
Port Washington, and William Kenny 
of Meenan Oil Co., New York City. 

Through Lewken Oil Corp., with 
Kenny as president, they plan to build 
more than 1-billion gal. storage for 
heating oil and gasoline near Lewis 
Oil Co.’s present barge plant off Man- 
hasset Bay. 

Unloading would be done about 
3,800 ft. off Sands Point, a strictly 
residential community. Product would 
be fed to storage tanks several miles 
away by two 20-in. pipelines. All told, 
Lewken’s terminal would cost about 
$5-million. 

But, sponsors admit, it won’t be too 
easy to put across. Already, due to 
some misinformation about. storage 
tanks, residents of Sands Point don’t 
like the idea. Lewis adds that it will 
take an educational campaign among 
local taxpayer groups to get them to 
see the straight picture. 

No storage tanks would be located 
in Sands Point: The only part of the 
terminal in the town would be a pump- 
ing station on the shore line and that 
would be underground. 

Until residents are won over, spon- 
sors of the terminal do not plan to 
ask the town for permission to build 
the necessary pipeline. 


»>New York State’s gasoline purchase- 
and-rebate plan with American Oil 
Co. does not have the support of all 
state departments. At least two units 
of the state government are ignoring 
the order to have state-owned cars 
fueled at Amoco outlets so the state 
can collect a rebate of 1.5¢-gal. from 
Amoco. 

(Continued on page 23) 
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SALES WAYS 


TIRE SALES 





WHEEL ALIGNMENTS 
ADD QUARIS AND OIL CHANGES 


RADIATOR and COOLING SYSTEM SERVICE 


FILTERS, FAN BELTS, BATTERY CABLEC 
and ALLTBA 


Accurate, automatic tire inflation helps you spot wheel and tire needs 
while they’re parked at the pump island. ISLANDER water service gets 
you under the hood, makes it easy to discover other sales opportunities. 
Customers appreciate speedy one-stop ISLANDER service. 

Air and water on the island in one compact unit. 


JOHN WOOD COMPANY 
BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque * Atlanta * Baltimore « Boston ¢ Charleston * Chicago * Cleveland 
Dallas * Denver * Detroit * Kansas mg | * Los Angeles * New Orleans * New York © Philadelphia 
Pittsburgh * Rochester * Salt Lake * Seattle « St. Paul « San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED * Toronto + Montreal * Winnipeg * Vancouver 


EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 
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NEW BUCKEYE q Alarm Emergency Valve 


Severe Impact Protection 
Severe impact will sever 
Cadmium Shear Neck 
causing valve to close. 
Shear groove is in 
adapter, rather than in 
body. You replace just 
the inexpensive adapter. 


available with threaded 
or Dresser-type end 


¥ PROTECTS AGAINST 


FIRE AND IMPACT 


Fire Protection 

Fusible link is located 
up and away from valve 
body to speed shut-off 
response to fire and 
heat. Bracket is held 
by non-conductive wire, 
eliminating possibility 
that valve body will act 
as coolant. 


impact Protection 


360° non-directional 
sensitivity to impact. 
Sharp blow to pump 
trips impact pin. Valve 
snaps shut instantly. 
Cuts off fuel flow. Easy 
to reset by hand. 


Model «9484 


BUCKEYE UNDERPUMP EMERGENCY VALVE FOR 
REMOTE PUMPING SYSTEMS 


Buckeye, first with an emergency valve for 
remote pumping systems (the 431-D which is still 
available), now brings you the #9484—a new, 
single disc underpump valve that responds 
instantly in fire and impact emergencies. 
Wrench hexes on the body simplify installa- 
tion. Wrench torque is not transferred across 
the shear point. Compact installation dimen- 
sions. Special design requires no additional 


space for emergency operation. Valve will not 
trip accidentally from pump vibration. 
Cast iron hot dipped galvanized body 
Assembled with fireproof sealing compound 
14,” NPT plugged opening for pressure testing 
Excellent flow characteristics 
Maintenance free 


Tight metal-to-metal seal means valve remains 
effective even if composition disc burns out 


For full details write to: 


*UL listed 


BUCKEYE IRON & BRASS WORKS - P.O. Box 883, Dayton 1, Ohio 
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Departments reneging on the idea 
say it’s not always practical for their 
cars to be fueled at Amoco outlets, 
and sometimes the rebate doesn’t cover 
the cost of driving the extra miles to 
Amoco outlets. 

The rebate plan is under fire from 
another source. American Gasoline 
Dealers Assn. has asked Gov. Nelson 
Rockefeller to review the plan, hop- 
ing he will kill it. 


> Oil-heat promotion in Canada should 
be on a sounder financial footing this 
year, says Oil Heating Assn. of Can- 
ada, because refiners and wholesale 
suppliers have worked out a formula 
to match funds raised by local OHA 
chapters. For every dollar raised by 
local units, OHA’s refiners and whole- 
salers will contribute 50¢. 

As a result, OHA thinks local oil- 
heat promotion will increase sharply 
this year, now that assured funds are 
coming from the refining segment. 


>Oil-Heat Institute of Long Island 
now calls 29 W. Marie St., Hicksville, 
home. In moving from Hempstead, 
OHILI says its new office is more cen- 
trally located to serve its growing 
membership in two Long Island coun- 
ties. The building has six offices, some 
of which OHILI will sublease. 


>Fuel-oil distributors in Harrisburg, 
Pa., with the help of Petroleum Infor- 
mation Committee, Pennsylvania Pe- 
troleum Assn., and Better Home Heat 
Council of Harrisburg, have been able 
to postpone indefinitely action on a 
city ordinance that would have really 
hit them in the pocketbook. 

In an attempt to raise money, the 
city council wanted to impose a $100 
yearly license tax on heating-oil job- 
bers delivering in the city. 

The 70-odd heating-oil dealers in 
the city opposed the license tax mainly 
on the grounds that if Harrisburg was 
able to put it across, 35 other neigh- 
boring municipalities would get the 
same idea. Such a tax, oil men said, 
would cripple the small operators and 
add more overhead to the larger. 


Oil Heat Council of Philadelphia 
has something to crow about. When 
the annual home show opens in the 
city on Feb. 15, OHC will have 90 
continuous feet of booth space telling 
the story of oil’s low-cost, automatic 
heat. 


Huntington, L. 1, has won com- 
pliance with its ordinance controlling 
the size of gasoline price signs. When 
dealers were a little slow in getting rid 
of oversized signs and putting 12 x 12- 
in. signs on their pumps, the town 


Regions 


handed out summonses to 46 service- 
station operators, then gave them ad- 
ditional time to comply, and finally 
withdrew charges when everybody 
stepped into line. 


>A TBA rebate plan works well for 
Simon Oil Co., Gulf jobber in Niagara 
Falls, N. Y., and its dealers. 

Twenty-four of them spiit more 
than $4,000 in TBA rebates for the 
business they handled in the past year. 
Awards were made at a company- 
sponsored dinner. 

One dealer got $821, another $683, 


and another $620. Five others re- | 


ceived more than $200 each. 


Under the rebate plan, Simon Oil | 


says, dealers have doubled sales of 
TBA items in one year and are now 


selling three times as much TBA as | 


they were five years ago. 


Atlantic jobber Bill Van Voast of 


Johnstown, N. Y., believes he’s the | 
only New York jobber with a Thru- | 


way station. 


Van Voast, boss of Tyron Oil Co., 


took over Atlantic’s Mohawk station 


near Amsterdam on a sublease Nov. | 
2, shortly after Atlantic renewed its | 
lease with the Thruway for five years. | 
The outlets pumps about 1-million gal. | 


a year. 


Connecticut Petroleum Council has 
come up with interesting facts and 
figures on the petroleum industry and 
its effect on the state’s economy. In 
a nutshell, more than 20,000 persons 
are employed in the state’s oil indus- 
try, bringing home $85-million a year 
in payrolls. 

Annual sales of oil products in the 
state is over $350-million, capital in- 
vestment in bulk storage farms, plants, 
terminals, oil trucks, 2,500 service 
stations, and other facilities runs over 
$300-million. 

The state’s 6¢-per-gal. motor fuel 
tax takes in $44-million for the state, 
20% of the state’s total tax revenues. 
In addition, the federal motor-fuel 
tax amounts to $22-million. 

Oil products mean business for 
others, too. About 70% of the 7.6- 
million tons of freight handled in 
the port of New Haven is oil prod- 
ucts. 


With the aid of Oil-Heat Institute’s 
distribution division, Delaware Valley 
Fuel Oil Dealers Assn. has set up a 
permanent oil-burner service school at 
Bucks County Technical School, Fair- 
less Hills, Pa. 

The two-semester course includes 
65 hours per semester and will be 
based on OHI’s standard oil-burner 
installation and service course. 
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BOOST 
ADD 
QUART 
SALES! 


CHECK YOUR ll 


ne etl 


gO 


BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN ae 
COMPANY 


MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto * Montreal 
Winnipeg * Vancouver 





Regions 


The Rockies 


Jobbers dun suppliers on 
margins...Lines drawn in 
trading-stamp battle 


COLORADO JOBBERS, beset by re- 
curring price wars, are marshaling an 
organized effort to seek help from sup- 
pliers in meeting depressed market 
situations. 

“The way sup- 
plying companies 
handle jobber 
margins in a fluc- 
tuating market is 
causing real con- 
cern among all 
jobbers,” says 

? % Marion E. Strain, 

, executive secre- 

tary of the Colo. 

rado_ Petroleury 
Marketers Assn. 

“One jobber endeavoring to nego- 
tiate alone with his supplier has shown 
unsatisfactory results,” Strain says. 

He said licensed jobbers in Colorado 
sell almost 50% of the gasoline sold 
in the state and “they intend in a busi- 
nesslike way to get action from sup- 
pliers.” 

The first phase of the program is 
underway. Each jobber is writing the 
sales manager of his supplying com- 
pany. The aim is to get a spelled-out, 
firm policy on jobber margins, defini- 
tion of the normal market, and clari- 
fication of sliding margins. 

Strain says if satisfactory results 
are not obtained, all of the company’s 
jobbers may request a meeting with 
the district sales manager. 

The second step is being prepared 
by Strain and the directors of the mar- 
keters association. They are compos- 
ing a letter that will be sent to the 
local sales manager of each supplying 
company. Copies will be sent to the 
company’s general sales manager and 
marketing vice president. 

“If no results except kiss-offs are 
obtained,” Strain says, “the jobbers are 
determined to obtain equity some 
other way. The directors want the 
jobbers of Colorado to know they are 
dead serious about this and are will- 
ing to go all out to obtain it.” 

Strain sums it up: “Results are going 
to be achieved and milk-toasting 
around is going to cease.” 


By Frank Pitman 


>The lines have now been drawn in 
the battle over Wyoming’s anti-trad- 
ing-stamp law. Attorney General Nor- 
man B. Gray spelled out the state’s 
position, upholding the law, in a brief 
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filed with the Wyoming supreme court. 

Gray asked the court to overrule 
a district judge’s decision that a law 
passed by the 1959 legislature to out- 
law trading stamps is unconstitutional. 

Gray’s three basic arguments are: 

e This is a question for the legis- 
lature to determine, not the courts. 

e The antistamp law was clearly 
within the state’s police powers. 

e The ban does not deprive stamp 
companies of their property and lib- 
erty without due process of law. 

Gray said the “underlying idea of 
the trading stamp act was to suppress 
the evils created by the activities of 
the stamp companies and to leave the 
merchant free to determine on his own 
the method to be utilized in carrying 
on his own business.” 

Wyoming’s law was challenged by 
Gold Bond Stamps Inc., National Gift 
Seal Co. of Wyoming, Pioneer Sav- 
ings Stamps Inc., and Sperry and 
Hutchinson Corp. They brought suit 
in district court, where the judge ruled 
the law invalid and forbade its en- 
forcement. 

In a similar case, another district 
judge has ruled unconstitutional a 
Casper city ordinance banning stamps. 

Both district-court cases have been 
appealed to the supreme court, and 
have been consolidated for a single 
hearing. The court is not expected to 
rule for several months. 


The Southeast 


Jobbers see union woes 
in 1960... Private-brand 
chain moves in Florida 


SOUTHEASTERN JOBBERS §$are 
shaking their heads over a threat of 
labor trouble in North Carolina. Un- 
ionism in jobberships is practically un- 
known in South- 
eastern states 
now, but there’s 
trouble ahead for 
1960. 

The most re- 
cent blow fell in 
North Carolina, 
in a logical 
place — Winston- 
Salem. This city 
of 70,000 is the 
home office of 
three major By B. E. Barnes 
trucking lines, all unionized. Appar- 
ently the iever-expanding Teamsters 
spotted the fuel-oil driver-salesmen at 
Quality Oil Co., a large jobbership run 
by Jimmy Glenn. 


Glenn says, “The first thing I knew 
about it was a letter I got from the 
National Labor Relations Board 
(NLRB) informing me that Local 391 
of the Teamsters had requested to be 
bargaining agent for our driver-sales- 
men.” 

Glenn says that before he got the 
letter he hadn’t even heard a rumor 
of Teamster activity among his em- 
ployes. “We've always had an open 
door ‘policy in our office. And the 
worst thing of all in this mess is the 
fact that my men could have walked 
in my door and aired their grievances 
if they had any. They didn’t have to 
go to some outside group to air their 
troubles.” 

At a hearing, held in the NLRB’s 
Winston-Salem office, Glenn met with 
NLRB men and Teamster representa- 
tives. 

The Teamsters said they wanted to 
hold an election among Quality Oil’s 
16 fuel-oil driver-salesmen. Glenn in- 
sisted that 38 men vote—his gasoline 
driver-salesmen, burner-service me- 
chanics, and dispatchers. 

Says Glenn, “If they’re going to 
be organized, I want them all to be- 
long to the same union. I don’t see 
any sense in having two or three dif- 
ferent unions to contend with at the 
same time.” 

The next step, says Glenn, will 
more than likely be an NLRB- 
supervised election. The question is: 
Who will be allowed to vote in the 
election? The 16 fuel-oil driver-sales- 
men, as the Teamsters would have it? 
Or all 38 operations men, as Glenn 
would have it? 

Before an election can be sched- 
uled, some 30% of the workers must 
request it. That seems to be why the 
Teamsters are talking about 16 men 
instead of 38. 

What is Glenn doing? “Legally,” 
says Glenn, “there’s very little I can 
do until the NLRB announces its date 
for the election. But I have told my 
employes that they'll never have to 
join a union in order to work for 
Quality Oil Co., at least not while 
I’m here. North Carolina has a good 
right-to-work law, and I’ve assured 
my people that the ones that don’t 
want to unionize certainly don’t have 
to join a union to work at my place.” 


»Miami-area fuel-oil jobbers are 
going after new commercial and in- 
dustrial business. They are doing it 
through the newly organized Better 
Fuel Council of Dade County, which 
is a chapter of Better Home Heat 
Council of Florida. 

Promotion money is being spent to 


(Continued on page 27) 
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Car in a padlocked cage on 
public display at the 
Autoquip proving grounds. 


WIN 


@ a magnificent RCA color TV set 
@ oc handsome slim-line portable TV 
®@ a precision transistor radio 


ENTER. 


by Simply irying to guess how many times the 
Standard Autoquip Lift-Ram will raise and lower its 
full-size automobile load beidre: 


1. The double-life hydraulic-sea] requires turning for its second-life span. 
Closest guess receives one beautiful slim-line portable TV set. 

2. The double-life seal requires replacement. Closest guess receives the 
other slim-line portable TY set. 

3. The Durite Ram-Bearing wears through its useful life-range as evidenced 
by failure to hold its seals or .060 diametrical clearance wear. Closest 
guess wins the magnificent RCA color TV set. The next 10 closest 
guesses wi/] win the 10 precision transistor radios. 


EACH DAY OF THIS TEST EQUALS A YEAR OF AVERAGE USE! 


FILL OUT AND MAIL €a™ 


RULES: 


1) All entries must be submitted on 
the standard form obtainable from 
any Autoguip distributor or by fill- 
ing out and mailing the coupon 
below. 2) Entries may not be sub- 
mitted by any Autoquip employees, 
representatives, distributors or their 
immediate families. 3) All entries 
must be in or postmarked not later 
than midnight, March 20, 1960. 
4) Only one (1) entry may be sub- 
mitted per person. 5) In case of ties 
duplicate prizes will be awarded. 


JUDGING: 


The date is March 22nd! A selected 
jury will be present while the ram 
is installed and the button is pushed 
to kick off the contest. The jury will 
padiock the cage (see photo) assur- 
ing no entry. Complete judging 
details will be found with your 
entry blank. 


Autoquip Corporation Liftathon | 
1140 South Washtenaw Street 
Chicago 12, Illinois 


Gentlemen: Please send me offi- 
cial entry blank and rules for the 
Liftathon Contest. 


Name. 
Firm 
Address. . SE OS SS ES 


City : ___. Zone_State___. 


es 





See how Space-Miser saves Room, 
ia Soe 


GUESSWORK ssi 
HERE! = 


February, 1960 * NATIONAL PETROLEUM NEWS 


a ee eee an 


et ae i 





~-AMMCO 


WORLD RENOWNED 


Brake Servicing 
— Offers Top-Profits 
with Low Outlay 


Brake service volume has increased to $16,800 an- 
nually since Al & Bob's Service, Inc., Chicago, added 


this AMMCO Brake-Shop-On- Wheels. 


Drum Lathe is kept busy turning drums for brake gy “ 
service customers and for other shops that do § 
not have this efficient, accurate equipment. 


Brakes are a principal cause of safety-check rejections; 


for only pennies-a-day you can cash-in now! 


With 5 to 6 million cars rolling off as- 
sembly lines each year—many of them 
heavy, with big engines, automatic trans- 
missions, and power brakes (all of which 
mean more rapid brake wear)—it’s no 
wonder demand for good brake servicing 
is jumping by leaps and bounds. Nearly 
half of all cars now in use need a brake 
job every year. Each set of tires sold or 
every 1300 gallons of gasoline pumped 
represents a brake-job prospect for shops 
equipped to do this work properly with 
quality parts and equipment. 

Drivers demand quick-stopping abil- 
ity, and communities are demanding it, 
too, with safety-checks that make im- 
mediate customers of motorists that tend 
to delay. Here’s a whopping, sure market 
—no doubt about it—and there’s no 
better way to boost shop income and 
profits than by setting up to serve this 
big need. Dollar-investment is surpris- 
ingly low. Return is in the “big brackets.” 


A Profit-Bonanza 


Brake-work probably is the most profit- 
able of all automotive services. The av- 
erage complete job is billed out at some 
$45.00, of which about 60% is gross 
profit. Just three jobs a week amount to 
$7020 in billing or $4212 gross profit per 
year. So, with 20% to 25% of all cars on 
the road needing complete brake jobs 
which often also require replacement of 


wheel and master cylinders, springs, etc., 
it’s easy to see why today’s brake busi- 
ness is such a profit bonanza. And, don’t 
forget, one out of every two cars needs 
some brake work at least once a year— 
adjustment, fluid, etc. 

Another money-making advantage of 
being equipped to handle brake business 
is that work usually can be scheduled a 
few days in advance—even after-hours, 
if desired —either for lucrative drive-in 
customers or desirable assignments from 
shops that lack suitable facilities. This 
permits orderly work-loads in otherwise 
slack hours which, again, means more 
output—more profits. 


How To Capture This Business 


With an AMMCO Brake-Shop-On- 
Wheels, brake work can be done depend- 
ably, profitably, anywhere—inside or 
out! This compact, portable unit occu- 
pies only 3’ x 5’ (scarcely more than re- 
quired for a few empty soft drink cases), 
yet includes a Drum Lathe, Brake Shoe 
Grinder, Drum Mike, Brake Cylinder 
Hone, and the accessories needed for 
trouble-free work—all mounted on a 
sturdy bench of heavy-gauge braced and 
reinforced steel. It can be quickly rolled 
to convenient locations by one man, and 
just one job a week not only covers its 
cost but earns a handsome profit, as well. 

The AMMCO Brake Shop at Al & 

(ADVERTISEMENT) 


Brake Shoe grinding assures 
correct lining-to-drum contact 

. eliminates costly come- 
backs caused by noise, pulling, 
grabbing, and other erratic’ 
brake action. 


Bob’s Service, Inc., Chicago (see photo 
above) averages 30 jobs per month and 
only 17 labor hours per week, for an 
extra $16,800.00 annually from brake 
servicing alone. This is mighty smart bus- 
iness that used to go elsewhere, and with 
it comes many incidentals to further in- 
crease profits. Al and Bob know that 
work well done—drums resurfaced and 
shoes ground—is a sure way to please 
customers and eliminate come-backs... 
the best way of all to make money. 


Do This—You'll Say “Thanks” 


Shops wishing to investigate the fast 
growing brake service market, and those 
interested in up-dating outmoded equip- 
ment, are invited to write AMMCO fora 
new booklet, just published, that shows 
how the combination of correct equip- 
ment and aggressive promotion pays off 
in attractive top-profits. Including im- 
portant step-by-step tips on brake 
inspection and servicing, this new book- 
let shows how—with AMMCO equip- 
ment—average mechanics can do fast, 
safe, and profitable work by following 
simple instructions. Write today—no ob- 
ligation—for booklet or a demonstration 
in your own shop by one of AMMCO’S 
31 fully-equipped mobile Show-How- 
Units manned by factory-trained tech- 
nicians. AMMCO TOOLS, INC. 33 
Commonwealth Ave., North Chicago, lll. 





(Continued from page 24) 
put the fuel-oil message on the busi- 
ness pages of local papers and in state 
trade papers read by architects, 
plumbers and heating contractors. The 
heavy-oil unit is also making use of 
BHHC’s “Little Bill” emblem. 
Officers of Better Fuel Council are: 
Robert Siegel of Siegel Oil Co., presi- 
dent; Harry Barkett of Dade Fuel Oil, 
vice president; and Edwin L. Shaw 
of Belcher Oil Co., secretary-treas- 
urer. 


»Arvida Oil Co., subsidiary of Ar- 
vida Corp., $100-million Florida 
realty concern, has let contracts for 
the first and second of a chain of 
gasoline service stations in Florida to 
sell Arvida-brand gasoline. 

The new stations will be built in 
Broward and St. Lucie counties, one 
on State Road 7 at Margate, a new 
suburban area of Fort Lauderdale, 
the other at Lakewood Park, a grow- 
ing community planned for 4,400 
homes in St. Lucie County. 

The Broward station ($30,270) is 
expected to be completed by mid- 
February and the St. Lucie station 
($32,887) by mid-March. 

The stations will be identical except 
that the Broward station will have 
three pump islands while the other 
will have two. Both will be of con- 
crete block construction with white 
porcelain facing on two sides. Each 
will have a service bay, a car-washing 
bay and a sales and display area. The 
buildings will be white with trimmings 
of red and blue. 

All Arvida stations will contain 
complete service facilities including 
lubrication and general service. 

Milton N. Weir, board chairman of 
the Arvida Oil Co. and president of 
the Arvida Corp., is a former Gulf 
Oil sales executive. 


PEvery one of the more than a 
dozen stations along Ponce De Leon 
Blvd. in Coral Gables, Fla. will soon 
be closed. And — even more sur- 
prising —— at least one station operator 
is happy to be leaving the much-travel- 
led boulevard. 

The City Commission, historically 
hard-headed in allocating station sites, 
has asked all service stations to move 
off Ponce De Leon Blvd. as part of 
an over-all beautification drive. The 
city has spent $1.5-million to spruce 
up the boulevard and it has told the 
service stations they should help by 
moving out. 

Some of the stations may actually 
benefit by their moves. The boulevard 
isn’t what it used to be for gasoline 


Regions 


gallonage. The city laid a concrete 
strip down the road’s center, putting 
service stations on what is practically 
a one-way street. 

Also, the boulevard is being de- 
veloped as a highly concentrated shop- 
ping area, and stations have been 
pinched for parking space. 

To make the moving as painless as 
possible, the City Commission has 
studied the surrounding area and sug- 
gested 10 or more possible relocation 
sites. 

A Sunoco dealer, Joe Godwin, who 
has been doing business on Ponce De 
Leon for 23 years, says he expects to 
come out of the relocation with better 
business than ever before. Godwin 
says, “Sun Oil Co. has just bought a 
site that six different companies have 
been trying to get in the past. Before, 
the commission just wouldn’t approve 
the site for service-station use. How- 
ever, now that this relocation business 
has come up, the commission is trying 
to help by changing its stand on other 
sites. 

“On Ponce De Leon, we've been 
doing about 35,000 gal. a month. At 
the new site, just a mile away, I 
should be able to double my present 
gallonage.” 


Ralph Morris, Phillips jobber in 
New Bern, N. C., has been appointed 
a state highway commissioner. 

Governor Luther Hodges appointed 
Morris to a two-year term, ending in 
June, 1961. 


Florida Oil & Refining has an- 
nounced plans to build a 10,000-b/d 
refinery on a 122-acre site on St. 
John’s River northeast of Jackson- 
ville, Fla. The property adjoins a site 
acquired by American Oil for a stor- 
age terminal. The projected plant will 
produce gasoline, butane, propane, 
jet fuel, heating oils, bunker fuel and 
possibly asphalt. 


General Gas Corp. of Baton Rouge, 
La., will lease and operate Cities 
Service Oil Co.’s new marine LP-gas 
terminal on the Mississippi river at 
Lake Village, Ark. 

General Gas plans to extend its 
wholesale market into Arkansas, 
northern Mississippi, and parts of 
Alabama and Tennessee. At present 
it sells about 100-million gal. of LP- 
gas annually in’ Gulf and Southeast 
areas. 

The Lake Village plant has storage 
for 600,000 gal. of LP-gas. It will 
be supplied by barge from Cities 
Service’s refinery at Lake Charles, La. 

(More regions on next page) 


February, 1960 * NATIONAL PETROLEUM NEWS 





PUMP 


UEL 
FASTER! 


TRANSFER PUMP 


Specially designed for effi- 
cient transfer of petroleum 
products. High vacuum, 
self-priming transfer pump 
delivers a constant flow of 
up to 10-gallons a minute. 
Automotive-type pistons 
with rings withstand sever- 
est conditions. Vacuum 
breaker prevents siphon- 
age, provides complete hose 
drainage. No foot valve. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICH. 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 





NO WONDER this station does a big business at night. Latticework walls, lighted from within, make all four sides stand out 


The East 


How Design Lures Night Drivers 


Regulations keep Gulf from using big signs, but at night a unique 
design turns the station itself into an illuminated sign 


ULF’S SLICK NEW STATION at New 

York’s International Airport, of-+ 
fers some sound lessons in new de- 
sign, as well as in how to overcome 
problems encountered in building on 
a closely regulated site. 

Designer of the station is. Edward 
Stone, prominent architect of the 
Brussels World’s Fair. Some of his 
innovations at the airport station are: 

e Latticework walls on all four 
sides of the station, each lighted from 
within to offer a striking nighttime 
appearance. 

® Interior gardens lighted by large, 
transparent plastic domes in the ceil- 
ing. 

e Bays which open from the rear 
and which can be viewed through a 
huge “picture window” in the station 
office. 

e A luminous and extra-high ceil- 
ing extending over office and bays. 

These features, says manager 
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Thomas Broadleib, will help the sta- 
tion sell “150,000 gal. every month.” 
Some observers regard this estimate 
as overoptimistic, and figure that a 
monthly gallonage of 50,000 would 
be more accurate. 


Who Are the Customers? 


Customers are expected from two 
sources. Primarily they will be people 
who work at the terminal. The station 
is located smack in the center of the 
Terminal City area where most of the 
major airlines are erecting mammoth 
terminals. 

A secondary source of business is 
the transient driver. To spur this 
trade, the station managers have in- 
augurated a “we service your car 
while you fly” program. Drivers are 
encouraged to leave their cars at the 
station for a day or even a week, 
picking it up when they return. A 
60-car parking lot in the rear of the 


station will hold the cars, but a near- 
by public parking lot will be utilized 
for runover. (“We'll pay the fees in the 
other lot but it will be taken care of 
in the service charge.”) 

Drivers who leave their cars are 
shuttled to and from the station in a 
Volkswagon courtesy bus, driven by 
one of the attendants. 

The second half of the station 
“fleet” is a tow truck which offers 
emergency road service. Major re- 
pairs—motor or transmission, for ex- 
ample—are sublet to another repair 
service. 

The station will operate 24 hours 
a day, seven days a week. A staff of 
40 men will run the station, with a 
minimum of five men on duty at any 
time. The attendants work a five-day 
week. “It’s expensive, but I get a bet- 
ter caliber of men,” says manager 
Broadleib. 

Rigid regulation by the Port of 
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SPECIALLY designed sign is adapted to CLUTTER of signs and pylons, elaborate landscaping, 
sty‘istic Port Authority lampposts make it difficult for drivers to spot station in the daytime 


New York Authority has restricted 
signs at the station; even a small sign 
for the pumps must be cleared. The 
result is that two small signs signal 
the driver. They’re hung from the 
standard curved lampposts spotted 
along the highways forking around 
the station. 

Except for this sign, the station 
must rely on its own design to snare 
drivers. The front of the station has 
the blue letters G-U-L-F on the lat- 
ticework. Spotlights and the lighting 
behind the walls help make the name 
stand out. 

A maze of airport directional signs, 
plus elaborate landscaping by the Port 
Authority, make it difficult to spot 
the station during the day. One-way 
traffic moves fast along the roadways, 
making it a problem to backtrack. 

Managers report that most of the 
station’s business is being done at 
night when these problems are over- 
come to a certain extent by the light- 
ing features of the station. Plans are 
also in the works to post signs at bul- 
letin boards in the nearby terminals, 
once these are all functioning. 

Cleanliness is a premium at the sta- 
tion (cost is estimated at $125,000), 
not only because it’s new, but be- 
cause it has become a stopping point 
for Gulf Oil executives catching FLOOR PLAN shows interior gardens, large picture window 
planes at the field. * between office and bays. Planters are not yet installed 
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The West 


Stancal defends its new 
service-station lease, 
sees no deep opposition 


THE FIGHT over the new service- 
station lease of Standard of Cali- 
fornia, Western Operations Inc., may 
become mostly academic this month. 

The California Federation of Serv- 
ice Stations (CFSS) has charged that 
the lease restrains trade and could 
lead to monopoly. The group also 
contends the lease’s built-in penalty 
provisiuns could lead to “exclusive 
dealing.” 

Standard believes the storm over 
the lease is artificial. A high official 
says there’s no deep-seated opposition 
to it. He’s sure that by mid-February 
the pattern of dealer signups will 
prove this. By June 19, the new lease 
will completely supersede the old. 

CFSS is not impressed by this rea- 
soning. John A. Touhey, executive 
secretary, acknowledges that many 
dealers will sign up, but he says it’ll 


be “because of economic conditions 
at their present location, health con- 
dition, years of service at their pres- 
ent location, and various other reasons 
which may have a bearing on their 
day life.” 

Touhey thinks a big sign-up list 
won’t prove anything. He says the 
new lease deprives dealers of substan- 
tial business and property rights and 
represents a change in lease status 
“which involves economic loss for the 
dealer.” He says CFSS will oppose it 
no matter who signs it. 

Standard admits there are changes 
from the old one-year leases to the 
new three-year ones, but claims they 
are mostly simplifications, involving, 
if anything, a liberalization of some 
clauses, 

“There is nothing in here that is 
new to leasing,” says a high official. 

The official thinks a substantial part 
of the opposition comes from people 
who have read Standard’s lease for 
the first time, because the new one’s 
shorter. 

He says it’s like with apartment 
dwellers. If many of them ever read 
the leases they sign, they’d be fright- 
ened out of their wits at the rights 
and privileges they’d signed over to 
the landlord. 





GRANCO 


“Service-F ree” 


PUMPS 


@ for Smoothness! Updated 
by-pass effectively controls 
pump action...gives you ultra- 
quiet operation. 


for Performance ! No vis- 
cosity is out of range... If it 
flows, GRANCO CAN PUMP IT! 


for Life Expectancy ! pat- 
ented “universal-joint” consists 
of one simple rotor—there is 
no metallic contact. You get 
prolonged service-life! 


Get the latest facts! For complete engineering 
data on GRANCO “Service-Free” PUMPS 
(Sizes 14%2” to 6”) — Write Today! 


GRANBERG CORPORATION 


subsidiary of AMERICAN METER COMPANY 
1308-67th Street + Oakland 8, California 





The official says the new lease 
does, as do practically all other 
leases, protect the lessor, which he 
claims is a necessity. Many of the 
clauses in contention, he explains, are 
lawyers’ clauses, written into the 
lease to make it possible for the com- 
pany to act, when and if necessary 
or desirable. 

The important thing, he says, is the 
intent of the lease and the way it 
is policed. 

“We stand on our past relations 
with dealers,” the official says. “The 
proof of the pudding is our low deal- 
er turnover and historic good rela- 
tions. Our livelihood is tied up with 
our dealers, and we don’t want to 
jeopardize it.” 

Some major sore spots are these: 

e The dealer federation says a 
10-day cancellation clause makes the 
lease, in effect, a 10-day lease, not a 
three-year one. 

Standard says the 10-day notice 
isn’t new, that Chevron dealers have 
always operated under a 10-day notice 
option as part of the default clause. 

Says the Standard official, “We do 
not intend to use this clause arbitrar- 
ily, but will continue our policy of 
full review of any problem case and 
cooperation with the dealer towards 
the solution of the problem. Termina- 
tions are not made without manage- 
ment review both at the division and 
in the home office.” 

e CFSS objects “strenuously” to 
the definition of sales and services 
covered by basic rent: “gasoline; oils; 
tires; batteries; lubrication, tire, and 
battery services; and sales and service 
of accessory items of the type which 
lessor makes available to lessee.” On 
sales and services not covered in the 
basic rent, an overbasic rent of 10% 
of gross profit on these items is 
charged. 

Touhy says this definition puts ad- 
ditional rent on practically everything 
the dealer makes any money on. He 
contends that it charges overbasic 
rent on much minor auto-repair work 
essential to the operation of a service 
station. 

“In addition,” Touhy says, “during 
the past two years the majority of 
Chevron service-station dealers have 
been encouraged to purchase tuneup 
and brake equipment because they 
were told ‘that they were not going 
to get any more profit on the gasoline 
and that they would have to make 
their profit on the back-end.’ ” 

Says the Standard official, “We have 
no objection to a dealer’s engaging 
in this if it is not carried to the point 
of conflict with normal service-station 
operation. We believe the supple- 
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mental rent of 10% of gross profits 
is a reasonable charge for the use 
of leased premises for these additional 
purposes,” 

On tuneup, brake work, and other 
such activities, Standard says it has 
no official policy. But the company 
insists strongly that sales of gasoline, 
oil and TBA must not be interefered 
with, the official says. 

The dealer federation says the new 
lease requires over 95% of the lessee’s 
books and records to be made avail- 
able to the lessor. 

Standard replies that when rent is 
based on sales, the inspection of 
books is necessary, and it’s a common 
practice. You can argue whether to 
base rent on sales in the first place, 
says an Official, but once you agree 
on the principle, you must give ac- 
cess to the books. 


The Southwest 


New supermarket outlet 
... Dealer turnover gets 
worse... Sales decline 


A SLIGHT but apparently widespread 
sales decline, price wars, the “dealer 
problem,” threats of more supermar- 
ket service stations. These are some 
things Southwest 
jobbers have on 
their minds in the 
new year. 

None of these 
problems, how- 
ever, seems to be 
particularly wor- 
risome. As one 
association execu- 
tive secretary put 
it: 

“Our board of 
directors had one 
of their shortest meetings recently. 
They met, discussed the need for 
doing something to help their dealers 
make more money, and adjourned. 
When they are thinking about their 
dealers’ troubles instead of their own, 
that indicates to me they are in pretty 
good shape.” 

In New Orleans, Phillips jobber 
Clem Dufau said retail buying was 
off not only for oil products but for 
other items. He couldn’t explain the 
reasons, but felt that lagging effects 
of the recent steel and dock workers 
strikes were a contributing factor. 

Jim Countryman, Standard of In- 
diana’s Tulsa jobber, said sales were 
off at all levels in his area, more so 


By Marvin Reid 


than usual for December. He didn’t 
know why, either. 

An. equipment jobber who just re- 
turned from a tour of southeast and 
northeast Texas said he could have 
stayed at home. Most jobbers he con- 
tacted complained of slack business 
and retail price headaches. 

The ever-present “dealer problem” 
is probably discussed as much as price 
troubles by Southwest jobbers these 
days. Clem Dufau seems to sum up 
their thinking with these words: 

“The dealer situation gets worse in- 
stead of better. The turnover is killing 
jobbers. Something definitely has to be 
done about it. The marketing industry 
can’t live and have profits when one 
end of it is sick. More profits have 
to come from somewhere for the 
dealer.” 

But while they are having dealer 
troubles, men like Dufau are still ex- 
panding. He now has two stations 
under construction, has immediate 
plans for two more. 

The equipment jobber, meanwhile, 
is looking forward to 1960 being the 
biggest construction year in its history. 
This outlook is based on indications 
from major company, private- and 


Regions 


major-brand jobber customers in 


Texas. 


>The Louisiana Oil Marketers Assn. 
is studying the feasibility of forming 
its own insurance company. The asso- 
ciation, with some 1,300 now covered 
under a group plan handled by a 
regular insurance company, believes 
its own company would prove profit- 
able. 


»Halton-Murphy Inc., a new Phil- 
lips jobber in Waco, Tex., has re- 
cently moved into a new combination 
warehouse, office and multipump serv- 
ice station that serves as its headquar- 
ters. Construction costs are estimated 
roughly at about $40,000. 


>For convention-going oil marketers 
who want to see how their expenses 
compare with the “average,” there’s 
this compilation from the Dallas 
chamber of commerce. 

The chamber found 184 conven- 
tions were held in Dallas in 1959, 
with 500,000 people attending. Each 
person spent an average of 3.84 days, 
spent $35. 

Among conventions slated for Dal- 

(Continued on page 34) 








GRANCO 


““Service-F ree” 


METERS 


2 for Speed! Increased gpm’s 
— faster deliveries... keeps 
your equipment rolling. 


@ for Accuracy! .coth. non- 
pulsating, super-accurate per- 
formance at all viscosities 
gives you positive product 
control. 

e@ for Life Expectancy! 9... 


standing new design increases 
meter life...adds profits to 
your operation, 


Get the latest facts! Complete bulletins detail- 


ing the new GRANCO “K” Meters (Sizes 114” 
to 6”) are yours for the asking. Write today! 


GRANBERG CORPORATION 


subsidiary of AMERICAN METER COMPANY 


1308-67th Street «+ 
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ARTHUR GOLDSTEIN RELAXES WITH HIS FAMILY AT HIS HOME IN BETHPAGE, N. Y. 


“Except for 4 years in the Navy 

during World War II, I’ve 

ee f - —. been in ee oy 

usiness,” says Arthur Gold- 

Going with Texaco stein, Reinbine Servicenter 

Inc., New Hyde oe i 

“About 9 , after look- 

increased our ing over the Sel fect 
: team up with Texaco. 

“Tt t d out to be a good 

2 asoline sales 711% move. mage siamiad to 

climb right away. In one year 

alone our gallonage increased 


in one year alone’ : 71%. The Texaco sign in front 


of our station causes many 


\- 
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newcomers in our area to drive 
in. Then, we give them good 
service and make them perma- 
nent customers. No question 
about it; car ownerseverywhere 
in the country know and accept 
Texaco products. We get a lot 
of bonus business, too, from 
drivers living in other states 
whocarry Texacocredit cards.” 


OPEN 24 HOURS 


“We have 21 employes, and 
are open 24 hours a day, 7 days 
a week,” Mr. Goldstein says. 


“With 5 bays, we don’t keep 
customers waiting. We have a 
delivery arrangement whereby 
we can service the cars of 
workers at a nearby plant while 
they are on the job. 

“We like to do business with 
Texaco. Their national adver- 
tising and promotion make it 
easier to get new business, and 
keep it. I’d recommend Texaco 
to any Dealer dissatisfied with 
his present set-up, or to anyone 
thinking of going into the 
business.” 
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6 reasons why 
there’s a solid future 
with Texaco 


1. THE BEST petroleum products, 
known and accepted by car owners 
nationwide. Continuous research and 
development insure that Texaco will 
always have the best products. 2. THE 
BEST national advertising program, 
year after year . . . constantly selling 
Texaco Dealers to car owners every- 
where. 3. THE BEST point-of-sale and 
direct mail promotional materia! to 
help bring in motorists and bring 
them back. 4. THE BEST customer 
credit card .. . in fact the only petro- 
leum credit card honored under one 
sign nationwide. 5. THE BEST retailer 
policy . . . Texaco helps its Dealers to 
market nationally-advertised and 
accepted TBA products. 6. THE BEST 
opportunity to cash in on “touring” 
business... because Texaco customers 
at home like to stop at Texaco sta- 
tions when on the road. This means 
you have more than 40,000 other 
Texaco Dealers in the U.S. and Can- 
ada helping you. 


SALES MANAGER, TEXACO INC., 


135 E&. 42ND ST., NEW YORK 17, N. Y. NPN-2 


| would like to get complete information about 
the possibility of becoming a Texaco: [(] Dealer, 
[-] Consignee, [_] Distributor. (Please check) 


LT | 
STREET. 
CITY. 


STATE 
Gee Re eee OE SOT RN a Re AN Sm ER owe ame) ee 


TUNE IN: METROPOLITAN OPERA, SATURDAY 
AFTERNOONS CBS-RADIO; TEXACO HUNTLEY- 
BRINKLEY REPORT, MON. THROUGH FRI, NBC-TV 
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THIS NEW LOW-COST 


FUEL USE COMPUTER 


cuts your oil delivery costs— 
eliminates degree day calculating 


There’s no complicated calculating needed with the new low- 
cost direct-reading Fuel Use Computer. You’re able to tell at a 
glance the amount of fuel consumed each day by your cus- 
tomers—able to schedule your deliveries to get more profitable 
use out of your trucks. 

How does the Fuel Use Computer work? The rugged, easily 
installed roof-top measuring unit continuously relays the weather 
around you right to the compact recording unit on your desk. 
All you do is glance at the direct reading dials for the average 
fuel use at any time. The recorded “‘weather units”’ are displayed 
on four easy to read registers which indicate fuel oil use for 
customers who combine house and hot water heating as well as 
for those who heat house only. What could be simpler? 


Just Check These Cost-Cutting Features 
Far Less Clerical Work—And You Use Your Present Card 
System 
No More Run-Outs— More Use Out of Your Trucks 
Easy to Read— You read “weather units” right off the dials 
Simple to Install—And Maintenance-free 
Safe—low voltage roof units 

For more information on how you can cut your oil delivery costs 
with the new Fuel Use Computer, write today. seee 


HRB-SINGER, INC. 


SINGER 


A Subsidiary of The Singer Manufacturing Company 


New Brunswick, New Jersey 





Regions 


las in 1960 is that of the Society for 
the Preservation and Encouragement 
of Barbershop Quartet Singing. It 
isn’t known how much they will spend. 


»Schwegmann Bros. has announced 
plans to build two more supermarket 
grocery stores in New Orleans. And 
Weingartens, a Texas chain, has indi- 
cated it’s moving into the area. 

Nobody seems to know whether 
plans call for service stations, too, 
but it wouldn’t surprise anyone if 
Schwegmann’s, at least, installed them. 
Schwegmann’s is already doing an es- 
timated 450,000 gal. a month at each 
of two of their stores. 

Weingartens may have plans to get 
into the gasoline selling business, also. 
However, one official of this fast-rising 
independent supermarket chain said 
recently, when asked about such a 
possibility: 

“Look, we've already taken on 
A&P. Now you want us to take on 
Jersey? Don’t be silly.” The remark 
was made before the recent Jersey- 
Humble merger. 


Joe Horkey, a 31-year-old jobber 
who formerly operated a Phillips 
Petroleum distributorship in Jackson, 
Tenn., has purchased all the stock in 
Dryer & Lee Oil Co. Inc., of Lubbock, 
Tex. Dryer & Lee is a 26-year-old 
West Texas jobbing firm formerly op- 
erated by Hugh Dryer, a past presi- 
dent of Texas Oil Jobbers Assn. 

Horkey, after taking over Dryer & 
Lee, also changed suppliers. The firm 
is now flying the banner of El Paso 
Natural Gas Products. Previously, 
the firm marketed Cosden Petroleum 
products. 

Dryer told NPN he was getting out 
of jobber operations because of 
“competitive conditions.” He said he 
couldn’t cope with “the chiseling, the 
pressure, the added detail work a job- : 
ber faces today.” He mentioned the 
deterioration of commercial-accounts 
marketing as one example of today’s 
competitive situation. 

Dryer will continue with the firm, 
which is currently doing about 150,- 
000 gal. of light oils and 90,000 gal. 
of LPG business per month, for an 
“indefinite period,” but only in a con- 
sulting capacity. He also retains own- 
ership of two of 10 service stations 
Dryer & Lee supplied. 

From now on, Dryer says, he will 
be more interested in owning certain 
properties and leasing them, letting 
“others be bothered with the compet- 
itive headaches.” 

Dryer also intends to stay active 
in TOJA work, as long as he has a 
jobbing connection to qualify him for 
membership, 
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Heart of every Smith-Erie pump 
is the famous A. O. Smith PM-2 meter 


Worth looking at! Worth looking into! Every Smith-Erie pump 
is equipped with the A. O. Smith PM-2 meter — standout accu- 
racy regardless of flow rate or pressure. Quality-built for longer 
life, the PM-2 features hard-rolled, stainless steel liners .. . 
heavy-duty stainless steel ball bearings . . . cast aluminum alloy 
body members . . . permanent mechanical seal . . . self-lapping 
valve seat. And self-purging design disposes of water and sedi- 
ment — reduces profit-robbing maintenance to a minimum. 

Smith-Erie offers a broad and completely integrated product 
line. Besides gasoline pumps, Smith-Erie produces petroleum 
meters in a complete range of sizes and pressures, airport and 
marine dispensers, hand pumps plus a wide range of accessories. 
Write direct for the complete story. 


2 great pumps 
to serve you better 


Smith-Erie makes them both! The ‘Salesman 48" .. . 
modern, streamline, just 48” in height . . . the most 
imitated pump in the industry. And the ‘‘L-3"'... 
today’s acknowledged standard of modern styling. 


7 
Through research gs ...@ better way 
AO.Smith 
Cc O:8 ee | N 
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Smith- E22 Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, Illinois; Houston 2, Texas; Los Angeles 17, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 


Litho in U.S.A. 





More than 300 quarts per minute of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 
Another M&S Filler shown in background fills 5-quart containers. Installation located at Oil City, Pa. plant. 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four “most wanted” 
filler features: 


1. 


High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


. Low Maintenance, Rugged con- 


struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


. High Speed Operation. The M&S 


line includes fillers in every speed 
range — equalling the speed of 
latest closing machines— with no 


sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


4. Waste-Free Filling. Such FMC 


“firsts” as the precision “No can 
—No fill” mechanism assures pre- 
vention of product waste. Addi- 
tional features that are available 
include the combination chute- 
belt-worm timer for gentle han- 
dling of lithographed cans, 
banked can track for high-speed 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 


Putting Ideas to 


Work 


Your FMC representative 
will gladly show you which 
M&S Filler Model is best 
suited for your oil filling 
requirements. Won’t you 
call him today? Or write 
for new M&S Oil Filler 
Bulletin No. CMD-701W, 
free on request. 


FOOD MACHINERY AND CHEMICAL CORPORATION 
Canning Machinery Division 


General Saies Offices: 


WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL, 
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“It was the most important five weeks in my life!”’ 


This is how many distributor dealers feel to- 
day as they look back on the time they spent 
learning the fundamentals of the service sta- 
tion business in Atlantic’s five-week Dealer 
Training Program. 


First in the industry to organize a program 
of this kind, Atlantic has graduated more than 
2700 “students” since 1952. 


At each training school, men learn about 
the latest automotive developments, thorough 
service—even for the newest cars; product 
quality, effective methods of driveway selling, 


proven methods of financial management— 
how to budget and control expenses; how to 
train and manage personnel. And even after 
graduation, coaching in each of these im- 
portant subjects can be continued through 
planned business conferences with experienced 
Atlantic salesmen. 


This practical instruction in service station 
management is available to Atlantic distribu- 
tors and their dealers. For details, write or call 
The Atlantic Refining Company, 260 South 
Broad Street, Philadelphia 1, Pennsylvania. 
Or the nearest regional office listed below. 


LOOK TO ATLANTIC FOR THE BEST IN MODERN MANAGEMENT TRAINING 


PROVIDENCE, R. I. 


430 Hospital Trust Bidg. 


CHARLOTTE, N. C. 
1112 South Boulevard 





SYRACUSE, N. Y. 


Salina and Genesee Sts. 
PITTSBURGH, PA. 


READING, PA. Chamber of Commerce Bidg. 


First and Penn Aves. 
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keep ahead of competition 


[ODAY = TOMOKKO 


Use these products for easier selling, faster 


service and better station operation. Keep your 


stations ahead of competition with sales and 


service aids which add up to more profits for you. CHECK oll NOW! 











SELOIL CABINETS . . . 5 models to choose from 
the correct model for every service station need . . . puts 
motor oil on the pump island in eye-catching, mass display . . . 
reminds customers to buy and the man on the driveway to 
sell motor oil . . . speeds driveway service . . . promotes station 
cleanliness. A new 48” cabinet to match low silhouette pumps. 

















SALES MESSAGE HERE 


AWERICATION StEWICE 
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LUBE SERVICE CENTER 
provides a simple, automatic 
customer reminder service and 
lube bay service record. Centralizes 
write-up and follow-up of lube 
bay service work. This is the 
most automatic, economical and 
effective system available. 


























“ 


REFRESHMENT PATIO 
brings additional customers into 
your station . . . eliminates 
clutter . . . protects valuable 
equipment . . . organizes vending 
machine sales . . . available in 
locking and non-locking models 
in lengths of 6, 12, 18 and 24 feet. 


ni 





a ee eee 








For More Information Write: 


MODERN METAL PRODUCTS COMPANY 


Box 1798 — Greensboro, North Carolina @ Box 691 — San Jose, California 
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%* Sizes from 3 through 8 in. 


New leakproof, 
lightweight, 
inexpensive 
swing joints 


% Straight, elbow, single or double types 
%* Threaded, welded or grooved ends 
* Steel, stainless steel or aluminum 


* Full flow area 


Type Q—Double swivel, elbow style, with welding tubing both ends. 


Durable joints of lightweight construction designed for long 
life and to operate under load without leaking. Fabricated 
from tubing, plate and stampings. Carefully welded and tested. 
Positive seal provided by “O” rings which are easily accessible 
if ever necessary to replace them. 

Special swing joints, with sharp radii or offset type con- 
struction, can be furnished at a slight extra cost. 

Write for complete details today. 


< 


Type C—Single swiv- 
el, elbow style, with 
welding tubing one 
endandfemalepipe 
thread other end. 


Type F-—Single swivel, 
elbow style, with fe- 
male pipe thread 
one end and male 
pipe thread other 
end. 


SOME TYPICAL WEIGHTS OF OUR TYPE C SWING JOINTS 





Size (in.) Code No. Wt. (Ib.) 





A-3840-3 4.8 
Type K—Straight 
style, with welding 
tubing both ends. 


A-3669-3 7.7 
A-3712-3 11.0 

















PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA, 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. e OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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2,000 gallon 


i, 


Soe 


3,600 galion 


13,000 galion train 


BROWN STEEL TANK COMPANY 


Minneapol Y 
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Growth to serve industry 


One important aspect to putting “America on 
Wheels’”’ has been petroleum distribution. As 
automobile registrations grew into millions, big- 
ger truck tank and trailer tanks were needed— 
as oil products increased — Brownie designed and 
built equipment to transport all petroleum prod- 
ucts over new improved roads always increasing 
payload and decreasing hauling costs. 

This has developed in our organization a wealth 
of experience in petroleum transporting equip- 
ment to suit every situation. During this period 
Brownie has developed and patented many truck 
and trailer features to provide low cost, safe and 
dependable transportation of petroleum products, 
chemicals and other liquids. Brownie now offers 
transporter tanks built of either steel or alumi- 
num to transport liquids in wide capacity range. 
Brownie tanks are guaranteed to provide long 
service with minimum maintenance. Ask about. 
the Brownie “SrLvER ANNIVERSARY” guarantee 
—check your truck-trailer size requirements. Clip 
Coupon and mail today. 


Clip Coupon—Mail Today 


BROWN STEEL TANK COMPANY 

2901 Fourth St. S.E., Minneapolis 14, Minnesota 

Please send me the Brownie Silver Anniversary special 1960 
catalog for truck tanks with complete showing of advanced de- 
signs te provide greater payloads. 

Firm__ 

By__ 

Address___ 


7 SOASemicane 





On the road as well as at home, 
today’s sociable moderns prefer 
today’s lighter Pepsi-Cola. A 
vending machine that dispenses 
Pepsi identifies you as smart and 
up-to-date, particularly when 
it’s custom-colored to harmonize 
with your own station colors. 


The vendor also increases recog- 
nition of your station by motor- 
ists, leads traffic your way and 
helps build profitable TBA sales. 




















Make money with Pepsi! 
Get facts and figures from your local 

Pepsi-Cola Bottler or write to: National Accounts 
Dept., Pepsi-Cola Company, 3 West 57th St., 
New York 19, N.Y. 
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PEERLESS® RUBBER BATTERY SEPARATORS 





Peerless microporous rubber battery separators gets repeat business, builds goodwill—because 
provide top protection to the plates of automo- his batteries last a long, long time. 
tive batteries, industrial and marine batteries. Peerless Separators guard against the return 


They are built to outlast all battery parts—so of batteries for adjustment, thereby saving cleri- 


that the dealer of Peerless-equipped batteries cal and accounting time. 


Mechanical Goods Division 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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rroDuctNG CHORT NEW | 


CHEVROLET 


_ TIT CABTRUCKS 








>) 
72” BUMPER TO BACK OF CAB >| 


CArwrnir? 
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They’re built like ‘‘tilts’” should be 
built—that’s the story on this new line 
of trucks from Chevrolet. All of the 
special advantages of tilt cab design 
—compactness, extra payload capac- 
ity, easy maintenance, maneuverability 
—are better than ever before. And 
Chevy brings you some extra-special 
benefits, too! 


MOST COMPACT IN ITS CLASS for higher profit 


payloads. Six-foot-bumper-to-back-of-cab dimension 
gives you more cargo space than ever before (almost 
60 cubic feet more than other tilt cab trucks! ). You 
can carry bulkier payloads in a bigger body; and you 
can carry heavier payloads, too, because the extra 
space means more of the load weight can be carried 
by the front suspension. This shorter design means 
longer profits! 


BEST MANEUVERABILITY. With comparable body 


sizes, new Chevrolet tilt cabs are as much as 22 feet 
shorter overall than conventional models and save 
up to 48 inches in wheelbase. This minimized length 
and wheelbase pay off in maneuverability — easy 
handling in tight places that will save you time and 
work every day. 


ROOMIEST CAB in its class! New Chevy tilt cabs 
are big and comfortable inside. A full 6% feet wide, 
with plenty of head room and leg room for rangy 
drivers. And there’s the safety of “picture window” 
visibility through a sweeping glass area. 


REVOLUTIONARY TORSION-SPRING RIDE 


standard in all models! Independently suspended 
front wheels step nimbly over bumps . . . and friction- 
free torsion bars soak up jolts of all sizes. New 
variable-rate rear springs complement the new front 
suspension perfectly. The result is an amazingly 
smooth ride that assures higher safe cruising speeds, 
more work done every day . . . plus longer truck life 
with lower maintenance costs. 


And in every new Chevy tilt cab model, new tougher 
built rear axles and brawny new box-section side-rail 
frames team up with the best kind of big truck power. 


New ease of maintenance slashes upkeep costs. 
Maintenance can be performed in as little as half the 
time required for conventional trucks! 


Stationary control island 
is solidly mounted on truck 
frame. Short linkage is de- 
pendable and easy to adjust. 


Triple-safe locking system 
provides protection against acci- 
tough torsion bar counterbalances dental tilting. Keeps cab securely 
the cab’s weight and makes cab anchored down when you're under 
tilting a breeze. way. 


20 NEW MODELS IN 5 SERIES. Five rugged 


medium- and heavy-duty series offer G.V.W.’s up to 
25,000 Ibs. Money-saving power is provided by Chevy’s 
famous truck-built engines — economy-minded 6’s for 
all models up to 22,000 Ibs. G.V.W. and tough V8’s for 
bigger models. Chevy makes tilt cab design work 
like never before; you can see for yourself by visiting 
your Chevrolet dealer right now! . . . Chev rolet Divi- 
sion of General Motors, Detroit 2, Michigan. 


Torsion-spring tilting hinge 
takes the work out of tilting. A 


New frames for Chevrolet tilt cab trucks feature massive K-brace crossmember and rigid box-section 
side-rail construction. Beam strength and torsional stiffness are high for top payload capacity and stamina. 


1960 CHEVROLET STURDI-BILT TRUCKS <7te=7 
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PROVED (@ 3) 
PROFIT DEPENDS 
ON PERFORMANCE 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME PETROLEUM DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own truck tire testing program prove Firestone truck 
tires are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone S/F (Shock-Fortified) cord which means extra 
miles of service out of every tire. Get performance proved Firestone truck 
tires, on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


‘Firestone 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 
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More Than 50 Million Two Headlamp Cars need Vision-Aid Headlamps with 


SPOTLIGHT 
LOW BEAM 


Greater visibility against oncoming 


lights makes night time passing safer for all 


two headlamp cars and trucks! 





Old Range of low beam in old-type 7-inch head- 
lamps is no longer adequate. As vehicles ap- 
proach, the opposing headlights create a glare 
that tends to cancel out the visibility of both 
6-V PASSENGER Car 6006 
12-V PASSENGER Can 6012 


12-v HEAVY puty 6013 
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drivers—causing a critical “blind spot” during 
passing. 

New TUNG-SOL 6000 series spotlight low beam 
concentrates more light farther along the right 
side of the road, away from oncoming lights... 
provides better visibility in critical passing zone. 
Even against “brights” more light gets through. 
Passing is accomplished with far less eye strain 
and hazard. In effect, spotlight low beam head- 
lamps bring more of the four-headlamp efficiency 
to all two-headlamp cars. 


SELL 


‘s) TUNG-SOL 


THE COMPLETE LIGHTING LINE 


Automotive Products Division 
TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 
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Theres an economy story’in every 
compact inch of this 8994 -BBC 
CAB-FORWARD by DODGE 


Truck owners, drivers and mechanics are talking 
about this money-saving new Dodge truck! For 
here’s a unit compact enough to be easily maneuver- 
able, yet it avoids the extra-short dimensions that put 
the cab smack on top of the engine. It’s a fixed cab, 
thereby sparing you the expense and problems of a cab 
you must “‘tilt’” in order to reach the engine! 


How do you reach the engine? That’s an “economy 
story” in itself! Just release a latch, and exclusive 
Dodge Servi-Swing fenders open out to let a man 
step in beside the engine, making it completely 
accessible for fast servicing that cuts labor costs. 


There’s an “economy story”, too, in new diesel and 
gasoline engines, new frames, transmissions, clutches. 
Indeed, there’s an “economy story”’ in every compact 
inch of this new truck! And your Dodge dealer will 
be most pleased to tell you all about it. See him soon! 




















A 
NZ 


89°%4-INCH bumper-to-back-of-cab 
dimension makes tractor-trailer 
length limits easy to meet . . . provides 
extra maneuverability with any body 
mounted. Driver rides safely behind 
(not atop!) the engine. 


SERVI-SWING FENDERS make the 
engine easy to “get at” from either 
side of the truck. This exclusive Dodge 
feature allows oil, water and battery 
to be checked without even raising 
the hood . . . let alone raising the 
whole cab as in “tilt” design. 


CUMMINS DIESEL ENGINES, in four 
sizes from 464 to 743 cu. in., are now 
available in Dodge high-tonnage 
Power Giants. New gasoline V-8’s 
(361 and 413 cu. in.) also offered. 
Pick the power that’s “Job-Rated” to 
meet your own requirements! 


DEPEND ON 


. DODGE 


TO SAVE YOU 
MONEY IN 


TRUCKS 


A PRODUCT OF CHRYSLER CORPORATION 
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WARNER'S NEW 
SPRING FREE DEAL! 


THAT'S 40% 
PLUS A BONUS 


q 
WITH EVERY 4 CASES OF ANY . PROFIT 


WARNER PRODUCTS! 


Dealer orders 48 cans (4 cases) of any selection of 
Warner Radiator and Cooling System Products and 
receives—absolutely free—12 cans of fast-selling Warner 
Protector and Water Pump Lubricant—worth $12.00 
retail! 


Order Now! Offer expires March 31, 1960 


You Can Sell Warner Protector and Water Pump - 
Lubricant ANYTIME during Spring and Summer 
It’s a fast, easy sale at Spring changeover time.. Recom- 
mend it to your customers and do them a favor. Stops 


tust and corrosion. Stops water pump squeaks. Keeps 
cooling system clean and efficient all summer long. 


__. Make these extra profits! Sell Warner Protector 
and Water Pump Lubricant. 


Nationally WARNER PRODUCTS 


Advertised in 
For Automobile Radiator and Cooling Systems 
pos! Warner Liquid Solder 

‘  (Non-Metallic—deposits tiny fibers to repair leaks). . $1.00 

and Warner Protector and Water Pump Lubricant... ....$1.00 
Warner Speed Flush... ... 2... cence ccceecccees .. $1.00 >, ND ig 
Warner Heavy Duty Cooling System Cleaner....... $1.50 R&S KS CORROSION IN Fz 
Warner Block Repair—Heavy Duty Sealer........... $1.50 Ss. ° AND TRACTORS # 

; w So . 
WARNER-PATTERSON COMPANY, 600 South Michigan Avenue, Chicago 5, Illinois 


Warner-Patterson Company, Toronto 2, Canada 
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More light power with lower costs 


For years NPI has served the varied 
WEONW FP HROnpDVCcTs “needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
E.imma i, Ohio U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators or pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


We operate _____ filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
OI nit licertentercasieontnncxin-siipideepelintiadi ian a akiaba gation. Just use the coupon at the left. 
TORE Se. 


INCORPORATE ID 


WRITE TODAY — Use this coupon to‘get 
OPIN a tty the services of a Signvertising Engineer 


li 
ADDRESS es Ee as ee i Tomolol ite fohirels 
CITY. 
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IN YOUR 
PRIVATE LABEL 
ANTIFREEZE... 


—_— ; ; ; 


Get foam protection that doesn’t wear out 


Jefferson JC-20 antifreeze contains no anti- And in corrosion tests with five other leading 
foaming additives . . . its excellent low foaming brands, JC-20 showed a convincing 88% less 
characteristics are built-in. In brands that em- weight loss on all radiator metals than the five- 
ploy anti-foaming additives, radiator cycling brand average. 

tests indicate there is rapid and costly attri- 

tion of the foam inhibiting qualities. The addi- Get the facts in a new slide/sound film showing 
tives simply wear out in less than a season’s Your Personalized Private Label Program. Con- 
usage. With Jefferson JC-20, your customers tact your Jefferson Representative . . . Jefferson 
will enjoy good foam suppression for the life Chemical Company, Inc., 1121 Walker Ave- 
of the antifreeze. nue, P. O. Box 303, Houston 1, Texas. 


Ethylene and Propylene Oxides, Glycols, Dichlorides, Carbonates 


po hates aes pag Agents + Ethanolamines + Morpholine J ee e | a ee t? . '@ ) Bd 


¢ Polyethylene and Polypropylene Glycols 


Piperazine * Piperazine Salts + Nonyl Phenol + Caustic Soda cS ook oa R44 q Co ya = mS 


HOUSTON + NEW YORK + CHICAGO + CLEVELAND © CHARLOTTE + LOS ANGELES 





FOR 

EVERY 
OILHANDLING 
NEED... 


REG. U, 5, pat. OFF 


Neoprene keeps hose on the job. Tough, versatile 
neoprene—Du Pont’s synthetic rubber—has a wide range of use in petro- 
leum hoses of every description. The reason is simple: no other material 
has such a unique combination of properties. Neoprene stands up te 
weather exposure, temperature extremes, abrasion and ravaging effect 
of oils and chemicals. 


Performance like this—now so commonplace it’s seldom given a 
second thought—actually affords dramatic evidence of neoprene’s ability 
to keep hose on the job far longer, at far greater long-term savings. What- 
ever your oil-handling problem, there’s a hose of tough, long-lasting neo- 
prene to fit your needs. Why not ask your local distributor for the facts 
right now? E. |. du Pont de Nemours and Co. (Inc.), Elastomer Chemicals 
Department NPN-2, Wilmington 98, Delaware. 


For instance: eleven years ago, an Eastern fuel 
oil distributor installed a 150 ft. length of 
neoprene jacketed oil delivery hose on one 
of their trucks. Last year this truck chassis 
was replaced but the neoprene jacketed hose 
continues to be used. Previous service life 

* for delivery hose —3 to 4 years. 


For instance: a gasoline pump hose with neo- 
prene cover lasted so long, was still so flexible 
and resilient, the station owner could hardly 
believe his eyes when records showed he 
ordered the hose installed eleven years ago. 


For instance: neoprene dock loading hose set 
a new record for continuous service — 11,000 
pumping hours in 7 years—for a leading 
refining Company. 


teat 
SYNTHETIC RUBBER 


NEOPRENE HYPALON® VITON® ADIPRENE® 


Better Things for Better Living . . . through Chemistry 
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DYE CONCENTRATES’ 


MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM INDUSTRY 


Pioneers in (| 
Also Available 
Gasolines P etroleum : a > in Dry Dye Form. 


FOR USE IN 


Diesel Fuels Dy. <a y Dye concentrates can be 
Hire sas ae a e : prepared to specifications. 
U ng us Roe ae - 


Automatic Transmission Fiuvids Samples ond description epon request. 


& 
Break-in Oils and Greases ml CALL US COLLECT FOR FAST ACTION 
“ PHONE MuUlberry 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
*Patent Pending 


Manufacturing Division: 335 MeLean Blyd.. Paterson 4. New Jerseys 
’ 


Varketing Division: 2110 Carew Tower. Cineinnati 2. Ohio 


— 
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The HEART of any bulk plant... 
is the PUMP that keeps working year after year 


eemccrigiig pumps 2,500,000 gallons per year with 
two MARLOWS without skipping a beat ! 


Orwell Gas & Oil Company has been a Shell jobber in the Orwell, Ohio area 
for over 12 years. The plant distributes gasoline to Sheel stations within a 
15 mile radius and retails #2 fuel oil. 

Four years ago, Orwell installed two 20 EVP-11A self-primers to speed 
the gravity flow of gasoline and #2 fuel oil to the plant’s loading rack. To date, 
the two units have handled 10,000,000 gallons with day-in and day-out 
dependability. H. L. Dietrick, Owner and Partner says, “Based on their fine 
performance and service record, I’ll certainly specify Marlow’s from now on.” 

Specify Marlows for every petroleum pumping problem that needs an 
efficient, dependable solution. For complete details write 
for Bulletin PM-06 and the name of your Marlow dealer. 


MARLOW PUMPS ((iin 


DIVISION OF BELL & GOSSETT COMPANY PUMPS 


MIDLAND PARK, NEW JERSEY Morton Grove, Illinois * Longview, Texas ® 
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NOW he gets 308 EXTRA 
(leliveries per year 


A. COVER 


C. TUBE 


Acme (_) Hamilton 
BS: ; —e® 


MANUFACTURING CORPORATION, TRENTON 3, N. J 


ATLANT ’ [CA Gag : . HOUSTON . INDIANAPOLIS 


ae on ee E E NEW OR ° >BURG . SALT LAKE CiTY : SAN FRANC 
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your customers will: +. ~ 


REPLACEMENT FOR — 


CHRYSLER 


FAMILY CARS 
Chrysler + DeSoto + Dodge 
Imperial + Plymouth 
* 


FORD 
FAMILY CARS 


Comet «+ Continental + Edsel 
Falcon + Ford «+ Lincoln 
Mercury °* Thunderbird 

* 
AMERICAN 


MOTORS 
Ambassador + Rambler V-8 








HI-FLO “WIXITE 


PREMIUM, DEPTH-TYPE 
FULL FLOW OJL FILTER 


e 

is* 
¢\ 
Ry 


0 
iy 
wt for 


~ FORDS ang 
CHRYSLERS 


Better be ready with this great, new Oil Filter de- 


"9 “ 


velopment... many of your customers will be look- 
ing to you for it, to replace the millions of full flow 
SPIN-ON Filters on Ford family cars (1957 on) plus 
American Motors and Chrysler family vehicles 
(1958 on). 


It’s the sensationally new WIX Replacement Oil 
Filter that delivers 20% greater efficiency . . . now 
in high performance, depth-type construction for all 
the most modern full flow filtration systems! AND, 
it’s a famous SPIN-ON, disposable type Oil Filter 
pioneered by WIX — contract supplier of original 
filter equipment to the Ford Motor Company. 


Ask us about this great new Filter and the WIX-O- 
MATIC program for Dealers that will really put 
you into the filter business—profitably. WIX means 


business—for you! 


WIX CORPORATION e¢ GASTONIA, N.C. 


In Canada: Wix Corporation Ltd., Toronto 


In New Zealand: Wix Corporation New Zealand Ltd., Auckland 
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NATIONAL 

OIL HEAT and 

AIR CONDITIONING 
EXPOSITION asinine 








IN NEW YORK AT THE 
SAME TIME... QHI’s 


DIAMOND JUBILEE 
CONVENTION 


The 38th Annual Convention of Oil Heat Insti- 
tute of America will be the most important in 
OHI’s history. Based at the Park Sheraton 
Hotel, just a short walk from the Coliseum, the 
Diamond Jubilee Convention will offer 4 morn- 
ings (April 4 through 7) of richly rewarding meet- 
ings. This is your big opportunity to learn at 
first hand what’s new and useful in YOUR busi- 
ness. Outstanding Oil Heat and Air Conditioning 
men will share their experiences . - . in selling 
ideas, in installation and service methods .. . in 
delivery techniques . . . in progressive manage- 
ment . .. in important new technical break- 
throughs. 


ADVANCE REGISTRATION 


Save time, write Oil Heat Institute of America 
today. Enclose check. Advance Convention 
Registration Fee is only $5 per person. Your 
badge will be ready for you to pick up at Advance 
Registration Desk, Park Sheraton Hotel. Badge 
also admits you to the Exposition without further 
registration. 








OIL HEAT INSTITUTE OF AMERICA, INC. 
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You are invited to your national trade show. Dra- 
matic new products . . . new methods . . . new 
systems . . . new ways to save money and make 
money .. . all these will be on display at the BIG 
SHOW OF 1960. Want your business to keep pace 
and move ahead? This is the show you MUST 
ATTEND. This is the Big Event of Oil Heat’s 
Diamond Jubilee Year . . . hundreds of GREAT 
IDEAS, all assembled for you on the huge street 
level of New York’s ultra-modern Coliseum. No 
admission charge. 


ATTENTION MANUFACTURERS 


Over 100 manufacturers have already reserved 
space, but there are choice spaces still available. 
Write, wire or phone R. H. L. Becker, Oil Heat 
Institute of America. 


HOTEL RESERVATIONS 


Write O. H. I. Housing Bureau, c/o New York 
Convention and Visitors Bureau, 90 E. 42nd 
Street, New York 17, N. Y. 


Sponsored by 





) a im 


he Bee 74% 


Permeation 
cuts replacement costs 


Ordinarily, the reinforcing layers of an oil loading hose 
are penetrated by damaging oil hydrocarbon molecules that 
can cause separation between the internal components of the 
hose. This separation often leads to costly early failure of 
the hose. 

That is why Gates Oil Suction & Discharge Hose is made 
with a protective layer of special rubber compound between 
the tube of the hose and the layers of carcass fabric. This 
protective rubber compound acts as a barrier to permeation 
and damage by the oil hydrocarbon molecules. 

As a result, Gates Oil Suction & Discharge hose gives you 
a long, extra period of service life, reducing your hose re- 
placement costs. 


Gates 0. S. & D. Hose is quickly available from warehouse stocks 
in all major industrial areas. Call the Gates sales office listed 
in your telephone directory for quick delivery. 

The Gates Rubber Company 


Denver, Colorado 


® The Mark of Specialized Research 


Re ee 


You also get 
these additional 
money-saving features: 


built-in 
rubber 


flange | 


Tough, resilient stock resists 
damage by aging, abrasion, 
weather and oil. 


Handles petroleum products 
without softening or swelling. 


Spiral-wound steel wire 
provides maximum strength and 
crush resistance. 


Strong fabrics in multiple 
plies...engineered for full rated 
pressures. 


A Gates exclusive formed by 
rubber and fabric over steel. 
Provides a sturdy, light-weight, 
self-sealing fitting. Lasts life 
of hose. Static-bonded to 


discharge electricity. 
TPA-870 


Gates Oil Loading Hose 
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You're Years Ahead 


with the anti-freeze that’s years ahead... 


PA wit RUST-GUARD! 


Sweeping statement? Not when you know 
the facts about PEAK. 


Years-ahead PEAK has Rust-Guard — the 
exclusive CSC combination of seven special 
chemicals. 


This outstanding CSC formula results in a 
significantly improved ethylene glycol anti- 
freeze. It delivers the most effective protec- 
tion known against rust and corrosion of 
every metal and alloy in the cooling system. 


PEAK is years ahead, too, in the way it pro- 
tects the aluminum in the new cars. In ex- 
acting scientific tests (with anti-freeze solu- 
tions protecting to 35° below zero), the 
unique PEAK formula gave 63 to 114 times 
better protection against corrosion loss of 
aluminum than four other major brands. 


Aluminum is not the only metal PEAK pro- 
tects better. With solutions protecting to 15° 
above zero, PEAK gave 5 to 14 times bet- 


ter protection against the total loss by cor- 
rosion of aluminum, brass, copper, solder, 
steel and cast iron than four other major 
brands. With solutions protecting to 35° 
below zero, PEAK gave 7 to 33 times better 
protection against total corrosion loss of 
the same metals and alloys. 


Making a good anti-freeze is certainly not 
exclusive with Commercial Solvents Cor- 
poration. Making a better one is! 


ee ee ee 


PEAK 


ANTI-FREEZE 


SS ,, 
ae 
7 
= 
ee 


Automotive Chemicals Department 
COMMERCIAL SOLVENTS CORPORATION 
260 Madison Avenue, New York 16, N. Y. 
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“FLEET OPERATING COSTS HAVE BEEN CUT 20% 


% TROY OIL CO. : 


“Our experience with Fords has 
proved that you can run a fleet 
of trucks more efficiently if you 
pick one make and ride it. We 
save on maintenance costs be- 
cause our mechanics are fully 
familiar with Ford’s design. 


“And, with an all-Ford fleet we 
don't have to stock a large parts 
inventory to be able to handle all 
repairs. We can get those heavy 
items we don't stock delivered to 
our shop an hour after ordering. 


60 


Francis J. Schuster, executive vice-president 
of Troy Fuel Oil, Inc., Indianapolis, Indiana, is 
as familiar with the trucks in his fleet as he is 
with every other phase of the successful fuel oil 
delivery operation established in 1930. Troy 
Fuel Oil Co. uses 23 Ford Trucks to deliver its 
products to customers within a 35-mile radius of 
their Indianapolis terminal. 


MAR, 


oy 
UY 


“Detailed cost records kept 
during the first five years of our 
Ford standardization program 
show that these and other related 
savings reduced our fleet oper- 
ating expenses more than 20%. 


“The units we use range from 
pickups to tandem axle tractors 
and we find that Ford Trucks fit 
our requirements to a tee. The 
fact that Ford engines are made 
to run efficiently at a high rpm 
rate lets us select high numerical 


rear axle ratios which give us 
longer power train life. Since 
most of our engine load is in 
pumping, and we don’t need 
more than 45 mph in city deliv- 
ery, we can use a smaller engine 
and still get good acceleration. 


“And Ford’s Tilt Cab design 
gives us bigger payloads due to 
higher front axle loading. This is 
particularly true of our C-700 
unit which carries 2,200 gallons 
of fuel oil for home deliveries.” 
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Troy Fuel Oil Company's 
C-700 shown at the loading 
area is only 1814 feet long and 
is such an attention-getter that 
they have used it in their exhibit 
at the Indianapolis Home Show 
for the past three years. 


Troy drivers like the maneuverability and easy ride they get with 
Ford's Tilt Cab Trucks. Turning tight corners and getting out of 
blind alleys is no chore with their Fords. 
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Big Fords for ’60 are built 
for longer life... with 


Certified Durability 


Whatever your job . .. wherever you do it . . . you'll 
discover just as Mr. Schuster did, that Ford Trucks 
are the best investment you can make for your 
transportation dollar. 


Certified results of tests conducted by Amer- 
ica’s leading independent research organization 
(name available on request ) confirm the fact that 
Ford Super Duties have been refined to make 
them more durable than ever before. Automatic 
radiator shutters, improved electric fuel pumps, 
and redesigned wiring harnesses are typical of the 
advancements to be found in these units. 


Automatic radiator shutters reduced the cool- 
ant temperatures recorded in severe mountain 
road tests from a range of 79° to a 20° range. En- 
gine operation between the temperatures of 167° 
and 187° means less expansion and contraction, 
more efficient combustion and better lubrication 
... all of which contribute to longer engine life. 


Dynamometer tests showed no vapor lock with 
Ford's submerged-type electric fuel pump at tem- 
peratures up to 200°. Incipient vapor lock with 
mechanical fuel pump resulted in a power loss of 
9% under the same conditions. Shaker table tests 
plus constant exposure to oil, water and heat 
proved 1960 wiring harness to be three times 
longer lived. 


Test results like these plus the experience of 
satisfied users are important, but that is not all. 
For 1960, the Super Duty line has. been broadened 
to provide even more flexibility in power train 
options. Get the facts from your Ford Dealer! 


FORD TRUCKS 
COST LESS 


LESS TO OWN...LESS TO RUN... 
BUILT TO LAST LONGER, TOO! 





FIRST FINEST 
HASTHST 


Scovill, who developed and introduced the permanently-attached hose coupling, provides the 
finest service and fastest delivery in the industry today. It paysin three important ways to specify 
permanent or re-attachable couplings by Scovill. | FIRST—Scovill has more know-how on the 
correct applications, uses and maintenance of hose coop ne: ES 
Scovill was the first to design and manufacture couplings for modern hose and is the leading 
supplier of fuel oil and gas pump couplings. — FINEST—Only Scovill gives you such fast, 
efficient service because only Scovill has a nation-wide network of sales offices and warehouse 
facilities. FASTEST — Coupling orders received by Scovill are shipped immediately. 
Scovill makes and stocks a complete range of fuel oil and gas pump couplings. And the Scovill 
sales and service force—the largest and finest in the industry —is ready to consult with you 
anywhere and anytime. For complete details, write: Scovill Manufacturing Company, Hose 


Coupling Department, Waterbury 20, Connecticut. 


Hose couplings by SCOVILL 


Loma LLAntL, 


570-H Gas Pump Coupling, Permanently Attached 
520-H Fuel Oil Coupling, Permanently Attached 


MAIN OFFICE: 99 Mill Street, Waterbury, Conn. CLEVELAND: 4635 W. 160th Street LOS ANGELES: 6464 E. Flotilla Street HOUSTON: 2323 University Blvd. SAN FRANCISCO: 434 Brannan Street TORONTO: 334 King Street East 
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MECHANIC ON DUTY 


ala! 
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IS YOUR STATION EQUIPPED... 


to handle the 8 out of 10 vehicles requiring ignition service? 


Ignition tune-up is a virtually untapped multi-million dol- 
lar market! 8 of every 10 cars require some ignition serv- 
icing . . . and their owners don’t know it! With proper 
equipment and parts, you can locate the trouble spots and 
correct them fast . . . at a handsome profit, too. 


NIEHOFF can help you cash in on the potential ignition 
parts servicing market in your area without a big invest- 
ment in parts, testing equipment and specialized training. 
The NIEHOFF MINOR (shown above) and the NIEHOFF 
MAJOR, attractively priced, complete tune-up assortments 
of parts and equipment, get you going in the profitable 
tune-up business. The NIEHOFF MINOR—the start-up as- 
sortment of parts and testing equipment—offers everything 
you need to handle minor tune-ups . . . fast-selling parts 
selected from active sales records, necessary equipment 


for tune-up and the industry’s simplest how-to-do-it guide, 
ABC’S OF MOTOR TUNE-UP. 


Equip now to give your customers the ignition service they 
require . . . the service they want from you! Do it with 
NIEHOFF, your single source for everything in tune-up 
parts, testing equipment, know-how and merchandising. 
Ask your jobber—or write us direct—for full information. 
FREE FACT BOOKLET ...breaks_ | 

down ignition service market. 
Write today! Request 8 of 10 Cars 
Need Ignition Work. 


NIEROFF 


AUTOMOTIVE PRODUCTS 





Cc. E. NIEHOFF & CO. « 4925 W. Lawrence Ave., Chicago 30, Ill. « Branch 1330 Olympic Blvd., Los Angeles 15, Calif. 


Ignition Parts « Testing Equipment *« Hydraulic Brake Parts 





PUROLATORS 


includes the new $2830 


This nationally advertised 

$2850 SCHICK ELECTRIC RAZOR 

costs your dealers nothing 

when they buy the 1960 Purolator Bonanza deal 
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960 BONANZA 


~ SCHICK S3-SPEED RAZOR! 


Here’s how you offer the new *28°° SCHICK 
3-Speed Shaver at no extra cost! 


Your customers buy the Purolator Bonanza refill 
assortment of 30 fast-moving filters for $4777. 


Included right in the same package is the 
$2850 Schick Shaver. 


Start promoting the Bonanza deal now! 


une ae The Standard Equipment Line 
m=” PUROLATOR 
OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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(ta) METERS 
POSITIVE CONTROL OF MATERIALS IN MOTION (@QHRE FEEDERS 


LOADING DOCK BLENDING OF ASPHALTS... 
FASTER, SAFER, 
STORAGE SUPPLY OAuENt MORE PROFITABLE! 








PUMP STORAGE 








RECYCLE 
VALVE 














DILUENT 
STORAGE 











SUPPLY 
PUMP 





CHECK | _ COMPONENT METER 


VALVE 


TOTAL BLEND METER . FLEXIBLE 
\ 


~. CABLE 
AIR CONTROL ~ 
LINES 


~ 
FLEXIBLE ~ ~ 
CABLE 


TWO COMPONENT _|'7 
BLENDER 





Dir 
op 
1C Y04 tof (4g continuous, 
auto matic in-line 


UY LOADING RACK blenders streamline asphalt operations! 
‘papa seat 


OPTIONAL ; 
TO TANK OR 


In a single operation, loading dock personnel line up 
the proper asphalt and cutter stock . . . set and 
reproduce any required blend . . . load cutbacks, as a 
stable end product of predetermined viscosity, 
directly into mobile equipment. In addition, the 
Proportioneers system eliminates any fire hazard, 
loss of time and materials, and need for redoping and 
subsequent mixing. Efficient, economical stream 
blending is a more flexible, cleaner operation. 
Requires only a minimum inventory for 

maximum production. 

Modifications include control of additive injection, 
ticket prints for proof of product, and interlocks 
identifying base stocks. 


Industries 


BUILDERS-PROVIDENCE * PROPORTIONEERS + OMEGA 





METERS « FEEDERS * CONTROLS / CONTINUOUS PROCESS ENGINEERING 


For complete details on how to streamline your 
asphalt operation, request Bulletin DM-1. Write 
B-I-F industries, Inc., 555 Harris Avenue, 
Providence 1, R. I. 
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| STEERING ’EM ae 
vOuR WAY! [a 


This perky little character is really spreading the word about Delco 100% Fresh Dry Charge 
Batteries. Your customers saw him in 1959 and will see him all through 1960 as the symbol of 
Delco DC. During January, February and March, for example, he will appear on the pages of 
Life, Look, Post, Argosy, True, Popular Mechanics, Mechanix Illustrated, and Popular Science. 
Freshie’s on television, too, with the sparkling new Art Carney Show seen in millions of homes 
from coast to coast. 


Delco’s big, powerful advertising is national in effect—but, more important to you, the sales 
results are local. A large number of the 25,000,000 people who buy replacement batteries each 
year are presold on Delco. Thousands of these people may live in your town, hundreds in your 
neighborhood, many right in the block where you do business! You can help Freshie steer more 
of them your way by prominently displaying Delco Batteries, by using Delco point-of-purchase 
material, and by tying into the current Delco Sales Promotion. 


QUALITY BUILT BY DELCO-REMY, FIRST IN AUTOMOTIVE ELECTRICAL EQUIPMENT . . . AVAILABLE EVERYWHERE THROUGH . . . 
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LAMBERT FIELD / ST. LOUIS 


FRAM- WARNER LEWIS 
SEPARATOR /FILTERS 
SELECTED BY 

ALLIED AVIATION 

FUELING COMPANY 


This fuel farm installation includes 21 

Warner Lewis jet fuel separator/filters supplying 

fuel to the hydrant system at Lambert Field, St. Louis. 

The hydrant fueling carts are also equipped with Warner 

Lewis separator/filters. These units provide for highest efficiency 

in removal of water and solid contaminants at economical maintenance 

costs. These Warner Lewis separator/filters insure cleanest possible fuel for new 

turbo prop and turbo jet aircraft. For information on the complete line of separator/ filters 


for mobile and stationery installations write Warner Lewis Company, Box 3096, Tulsa, Oklahoma. 


@ System design by J. F. Pritchard Co., Kansas City, Mo. 
@ Operated by Allied Aviation Fueling Co., New York City. 


WARNER 
DIVISION OF FRAM CORPORATION LEWIS 
Company 


AHOMA 


BUX 3USb | 
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for Du Pont tetraethyl lead customers 


Refiners in the Gulf Coast and Mid- 
Continent areas are assured an ample 
supply and prompt delivery of TEL. 

The DuPont terminal at Beau- 
mont, Texas, (top picture) contains 
complete modern equipment for TEL 
storage and handling. It also in- 
cludes a rail siding for TEL tank 
cars, which are preloaded and ready 
for rapid dispatch on a twenty-four- 
hour basis. 

A unique feature of the Beaumont 
terminal is that it is supplied by sea, 
with a specially-built TEL tank ship, 
the MV PETROCHEM, whose home 


port is Du Pont’s largest TEL manu- 
facturing plant, at Deepwater, N. J. 

This unusual distribution facility 
is integrated with other DuPont 
Petroleum Chemicals Division oper- 
ations in Texas... such as additives 
warehouses and the regional sales 
and technical service offices and lab- 


Better Things for Better Living 
. « » through Chemistry 


oratories in Houston and Tulsa... 
to provide your refineries in the Gulf 
Coast and Mid-Continent areas with 
every possible service that may be 
required. 

E. I. duPont deNemours & Co. 
(Ine.), Petroleum Chemicals Divi- 
sion, Wilmington 98, Delaware. 


Tetraethyl Lead 


and other 


Petroleum Additives 








’ Get the Best! 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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Ahead of the News 





IN WASHINGTON 





More Fuel Taxes Seen Unlikely—Republican as 
well as Democratic Congressmen don’t see any chance 
President Eisenhower’s proposed increases in aviation- 
and motor-fuel taxes will be adopted. The President 
asked Congress to raise the federal tax on motor fuels 
from the present 4¢ to 4.5¢ gal., aviation fuel from 2¢ 
to 4.5¢ gal., and to put a new 4.5¢ gal. tax on jet fuels, 
now untaxed. The present 4¢ gal. federal motor-fuel 
tax is scheduled to drop to 3¢ on July 1, 1969, but 
Eisenhower wants this continued at 4¢, along with his 
proposed 0.5¢ gal. increase, until July 1, 1964, Demo- 
cratic Congressional leaders have opposed such in- 
creases all along. Now they’ve been joined by key 
Republicans on the tax-writing House ways and means 
committee. (For a report on the Congressional outlook 
for oil, see page 81.) 


« 

Tulsa Trial—For the next four to six months, 29 major 
oil companies will be on trial for alleged price-fixing 
in January 1957 during the Suez crisis. The Justice 
Dept. has now spelled out its case. It contends the oil 
companies raised crude and gasoline prices even though 
supplies and stocks were excessive. The government 
says these increases were the result of (1) public state- 
ments by oil officials inviting price raises and (2) of 
telephone and other conversations on price. The gov- 
ernment admits its case is circumstantial and that the 
alleged conspiracy is implied. 

“We've been at a loss for nearly three years to under- 
stand this indictment,” says Albert L. Nickerson, 
Socony Mobil president. “This case appears to be one 
of the most unwarranted anti-trust prosecutions on 
record.” Best estimates are that the government will 
take about two months charging, the oil companies 
two months defending; windup within six months. Prob- 
able finding: not guilty. 


AROUND THE COUNTRY 
Jersey Eying West Coast?—-Jersey Standard is reported 


to be looking into the possibility of acquiring Mohawk 
Petroleum, Time Oil, and Wilshire on the West Coast. 





8 

Pure’s Four-Point Plan—Pure Oil’s marketing drive in 
1960 centers on the dealer, says Harry L. Moir, vice 
president for retail marketing. Object: to cut turnover 
and improve dealer profits. Four steps: 

e@ Dispose of marginal stations. See to it as many 
as possible become something other than service sta- 
tions. 

@ Push harder than ever for top dealers, discourage 
poor material. 

@ Train salesmen to help dealers in management for 
maximum profits, Offer same training to jobbers. 

@ Give stations with profit potential the most mod- 
ern facilities, the best signing and lighting. 
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Probe Spreads, Crackdown Begins 
in New York Fuel-Oil Scandal 


THE FUEL-OIL industry was staggered late last month 
by the disclosure that some dealers in New York City 
had systematically gypped their customers of millions 
of dollars of fuel oil. Newspaper estimates ranged from 
$5-million to $50-million a year. 

At whatever figure, fuel-oil men agreed generally that 
the publicity was unbelievably bad. News services fed 
the details to front pages across the country. 

The cheating method was simple. The dishonest 
driver just pumped air from an empty compartment, 
running up the meter an estimated 5% to 10% above 
actual gallons delivered. 

Preliminary evidence involved 24 small independent 
fuel-oil dealers, 15 in Brooklyn and nine in other of 
the city’s five boroughs. They handled perhaps 40- 
million gal. of the city’s roughly 2-billion-gal. fuel-oil 
business annually. 

“This cheating is citywide, and more than citywide,” 
said New York investigating commissioner Louis I. 
Kaplan. “We believe it is happening wherever private 
oil dealers operate, throughout the five boroughs and 
the entire metropolitan area.” 

A New York Oil Heat Assn. spokesman denied 
the swindle was widespread. He said it was confined 
to a few small dealers in specific areas. 

Among the accused were two supervising weights- 
and-measures officials said to have protected the crooked 
operators for seven years, collecting about $19,250 a 
year for their services. 

The district attorney expressed the belief that prob- 
ably half of Brooklyn’s 600 to 700 independent dealers 
were mulcting their customers. He said all would be 
investigated. 

Robert F. Wagner, mayor of New York City, ordered 
a probe of all local fuel-oil firms. He also said he was 
having drawn up a new law to put oil distributors under 
licensing. This would enable the city to put crooked 
dealers out of business, not just fine them. 

In New York, the public was especially sensitive to 
the new scandal because it had just been the victim of a 
meat gyp racket. Moreover, a charge of service-station 
chiseling (NPN—Jan. p70) had just died away. Else- 
where, fuel-oil customers couldn’t help but feel how 
easily they could be taken, too. 

Fuel-oil distributors couldn’t gauge the effect of the 
fraud, but they were uneasy. They felt they didn’t need 
any more harassment than they were getting from 
competitive fuels. 

But you can always find a note of optimism some- 
where among fuel-oil men. John Harper, Harper Oil 
Co. of Long Island City, remarked: 

“Think of all the crooks they’re getting out of the 
business.” 


More Ahead of the News 
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Ahead of the News 


Sohio Stymied Again—Standard Oil of Ohio’s efforts 
to break out of its one-state marketing strait-jacket 
have been dealt another blow. Faced with a Justice 
Dept. injunction and the prospect of drawn-out litiga- 
tion, Sohio has abandoned its plan to merge with 
Leonard Refineries, Alma, Mich., big independent with 
about 300 service stations and more than 100 second- 
ary outlets. The Justice Dept. contends the merger 
would “substantially lessen competition” and “tend to 
create a monopoly.” Officials of both Sohio and 
Leonard say they could have refuted these contentions, 
but postponing the merger through possible years of 
litigation wouldn’t be fair to stockholders, customers, 
and employes. 





* 
More DX Expansion—DX Sunray Oil Co. is stepping 
up its drive for controlled outlets. Paul E. Taliaferro, 
president of the parent Sunray Midcontinent Oil Co., 
says, “In the next five years we expect to build more 
service stations than we have in the past five years and 
thus channel an increasing percentage of our refined 
product sales through controlled outlets.” He reports 
the company built 558 new service stations and 107 
bulk plants in the past five years. 

o 


TBA Efficiency Drive—Oil-company TBA departments 
are making some agonizing reappraisals of their dis- 
tribution systems. One is organizing < special TBA 


company to supply its dealers (see page 179). Another 
plans early this year to try out a similar method. Two 
other companies may come to the same conclusion 
after they struggle through drastic shakeups of their 
TBA warehousing system, now under way. Or they 
may hit on other solutions, like increasing combina- 
tion dealer-distributors, or shipping direct to dealers. 


Diners’ for Private-Branders? — Diners’ Club is 
understood to be talking to the Society of Independent 
Gasoline Marketers of America (SIGMA) about na- 
tional credit-card service for private-branders. SIGMA 
has indicated it would like to offer some such service 
to its members (NPN—Dec. ’59, p67). 

@ 


All-Year Coolant—Dow Chemical’s new all-weather 
fluid for automotive radiators, called Dowgard, is a 
blend of antifreeze, inhibitors and specially treated 
water that can be left in the car a full year. Price of 
$8 to $12 to fill an average car compares with $6.50 
for the two gallons of glycol antifreeze used in the 
average car each season. 


Gulf-Warren Development — An antitrust consent 
agreement on Gulf Oil’s acquisition of Warren Petro- 
leum will push Gulf out of the retail LPG business. 
But Gulf will be able to continue as LPG wholesaler. 
Under the agreement, Gulf and Warren will supply 
the Federal Trade Commission with figures on sales 
and supplies of LPG and natural gasoline for 10 years. 
Gulf must offer nearly half of its LPG and natural 


gasoline to independent purchasers. 
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Discount House Sells ‘Gas’ in Hawaii—A Hawai- 
ian discount house. Government Employes Mutual 
(GEM), is planning to sell cut-rate gasoline. GEM 
will offer several grades of gasoline at two stores, in 
Honolulu and Hilo. These stores serve 80,000 of GEM’s 
members, representing more than 13% of Hawaii’s 
total population of 600,000. Supplier is Armour Oil. 
Products will be barged from Los Angeles to a 1.5- 
million-gal. tank farm at Hilo, and reshipped to a 
400,000-gal. tank system in Honolulu. GEM officials 
wouldn’t say whether more gasoline outlets would be 
set up. The discount house’s gasoline prices reportedly 
will be “substantially” below the prevailing 41.9¢ gal. 
(including taxes). 
* 


Control of Cosden Sought—W. R. Grace & Co., 
New York, is trying again to buy up control of Cosden 
Petroleum Corp. It has requested tenders of 1,580,000 
shares, more than half of the 2,748,000 shares out- 
standing. The company says that if it gets more than 
50% of the stock, it might later acquire the business 
by purchase or merger. 


IN DETROIT 


Chassis-Lube Outlook—Chassis grease fittings are 
expected to be done away with completely on new- 
model cars by about 1966 or 1967, says a source close 
to the grease-fitting market. The source, a Detroit en- 
gineer, says the switch could come a little sooner, but 
not earlier than 1965. He anticipates the first important 
greaseless bearing will be a sealed unit packed with a 
permanent metallic lubricant. It'll be designed to be 
replaced as a unit after 25,000 to 30,000 miles of 
wear. The engineer believes Ford Motor Co. is most 
advanced in greaseless bearings and may make the 
first large-scale inroad by introducing them on the 
higher-priced Lincoln and Thunderbird. 


End of De Soto—The next make of automobile to 
disappear will be the DeSoto, which has been on the 
market about 30 years, a Detroit informant reports. 
It’s in the Chrysler line. Edsel was recently discontinued 
by Ford because of poor sales. 


Auto-Servicing Challenge?—A Detroit source says 
automobile manufacturers plan to start soon a con- 
certed drive to get more automobile servicing for car 
dealerships. The belief is that auto dealers need more 
shop income to supplement slim sales margins. The 
source says this campaign will be keyed to significant 
developments on the way to a serviceless car, like 
greaseless bearings and longer service intervals. These 
developments are seen to offer auto dealerships a 
greater opportunity to provide full automobile servic- 
ing. Service would be set up on the same basis as 
5,000-, 10,000-, and 25,000-mile checkups. Automo- 
bile makers are said to be unhappy about the amount 
of repair work and servicing slipping igre to service 
stations and other establishments. 
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Trends to Watch 





Coming months could bring further drastic changes in major marketing depart- 
ments. Men who came to the top in recent management upheavals (NPN—Jan., 
p65) want to show they mean business. Men whose jobs are on the line want to 
show they can produce. 

Results: more changes in personnel, policy, physical facilities. 

@ Some companies have rung almost all the manpower changes they can; in 
others, they’re just starting. New bosses are getting tough. In one company, three 
first-rank division officials got walking papers last month. 

@ Policy is being rewritten all the time. One major’s marketing braintrusters 
are hammering out a full-blown dual-brand policy. It will go in—if competition 
moves first. 

e Another major is completely reshaping station-design concepts. Outlets under 
construction will have many radical features—all “top secret” now. 

Behind scenes looms the lengthening shadow of the professional consultant 
in design, marketing strategy, management development, corporate efficiency, 
what have you. Early 1960s may go down in business history as The Golden 
Age of Consultancy. 


—NPN— 


Keep your eye on the West Coast. Watchword for majors today is “go national,” 
and the West is the last frontier for a handful of almost-coast-to-coast giants. 

Gulf Oil’s rumored to be getting set for a move, possibly by taking over some 
of the better outlets of Union Oil and Wilshire—two companies in which Gulf 
has heavy financial interest. Signal Oil & Gas is said to be negotiating for Wilshire’s 
tefining facilities. Theory is that Gulf would find Union’s refinery adequate by 
itself. 

Jersey, Conoco and Superior Oil are all reported interested in Douglas Oil of 
California. Hints of a coming sale have been seen in Douglas’s gradual cutoff of 
its unbranded accounts, and a militant marketing effort to swell volume. 

Both Douglas and Wilshire disclaim the sellout rumors. And Justice Dept. 
reaction has to be reckoned with. Just the same, expect a determined push west- 
ward this year. 


—NPN— 


And keep an eye on American Petrofina. The Dallas-based “baby major,” limited 
to the Mid-Continent so far, is said to be planning a jump to both coasts in the 
next few months. 
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Your Personal Business 





You can get seats for New York shows without taking a “digging,” as scalping 
is called in the theater-ticket trade. 

Best way is to order directly from the theater box-office. Out-of-towners mailing 
advance orders for a specific date usually get preference over New Yorkers, so 
don’t try to work through contacts in the city. 


If you want to see a big hit, though, better order way in advance—six months 
to a year ahead. Don’t overlook the merits of seats in the first few rows of the 
balcony. They’re usually cheaper; the view is as good or better—especially for 
musicals—than from the back of the orchestra; there’s less prestige demand for 
the seats, and you won’t be crowded out by increasingly popular “theatre parties” 
downstairs. 


Theatre parties are a good but expensive way to see the top shows. They're 
generally sponsored by large welfare organizations (Heart Fund, adoption pro- 
grams, and so on), which raise money by buying blocks of seats for several per- 
formances of hit shows. Unlike ticket brokers, non-profit organizations aren’t 
limited to a set mark-up on tickets, and they add a healthy one as a contribution 
to the cause. Difference ranges from a couple of dollars all the way up to $60-$70. 
This is as much or more than you'd pay scalpers, who get up to $40-$50 a seat 
for top attractions. But you'll be helping a worthy cause instead of a racket, and 
it’s tax-deductible. 

New York’s brokers are kept honest by the city’s License Dept., which limits 
them to no more than $1.38 (including tax) in commission per ticket. Because 
agents trade tickets among themselves, you can often get what you want even at 
the last minute. Some brokers, but not all, handle mail reservations. One— 
Tickets by Mail, 1475 Broadway—specializes in out-of-town requests, keeps 
detailed records of transactions (you get in even if you forget your tickets). 


—NPN— 


Internal Revenue Service has a new streamlined form—1040-W—but you must 
send for it if you want to use it this year. It’s simpler than 1040 and better than 
1040-A because you can itemize deductions, report income over $10,000, if your 
income consists of salary or wages and not more than $200 in dividends. 


—NPN— 


Civil War buffs have a new interest: collecting weapons once used by the Blue 
and the Gray. You can buy a slick-looking cap-and-ball Colt revolver in good 
condition for $80-$120 (higher for engraved or presentation models). An Enfield 
or Springfield rifle that may have been used at Gettysburg runs $50-$75. Cavalry 
carbines—Sharps, Burnsides, Starrs—are going for $50-$65. Sabers and naval 
cutlasses can be picked up for $20-$45. A big deciding factor in pricing is the 
firing condition. Shooting matches with the antique firearms are gaining popularity 
as a hobby. 

Like anything else, it’s a good idea to buy from a reputable dealer. Modern 
reproductions of the weapons are on the market and they’re not always labeled as 
copies. And cap-and-ball firearms of European make were being cranked out well 
into the Twentieth Century. 


—NPN— 


Reading: The American Management Assn. reports a trend toward more 
political activity by executives. If your interest goes beyond turning down the 
levers on the voting machine, take a look at “The Businessman in Politics” 
(AMA Management Report 37, $3.75). . . . Nobody’s caught an Abominable 
Snowman yet, but C. Northcote Parkinson (remember Parkinson’s Law?) bag- 
ged “The Abominable No-Man” in the October issue of IBM’s Think. It’s a 
hilarious but telling jab at contemporary management foibles . . . . It’s been 16 
years since the Normandy Invasion, but Cornelius Ryan’s handsomely researched 
“The Longest Day” (Simon & Schuster, $4.95) brings June 6th, 1944, back into 
vivid focus. Exciting and informative reading. 
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Big profits wait here for the marketer 
offering quality lubes and fast service 


A big source of profits for the inde- 
pendent oil marketer is the highway 
and building-construction market. 
And a big share of this lubricant 
business goes to the man who offers 
top-quality products and on-the- 
site service to contractors. 


Sun can help you in two ways: 


1. The Sun line of top-quality 
lubricants can assure you the respect 
of contractors who want top-quality 
products to protect their valuable 
earth-moving equipment. 


2. You can ask Sun to help you 
set up your service facilities and sell 
your quality-and-service story to 
busy construction people. 


BUT REMEMBER—the products you 
offer must be right. Let us show you 
how right the Sun line is for your 
continued success. Write for full de- 
tails to General Wholesale Depart- 
ment, SuN Ort ComMPANy, 1608 Wal- 
nut Street, Philadelphia 3, Pennsyl- 
vania. In Canada: Sun Oil 
Company Limited, Toronto 

and Montreal. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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poe colorful Rheemcote drum sold him on 
the Luberite. Both oils give excellent serv- 
ice. There’s no difference in price. But there’s 
a big difference in the apparent quality. 


The Rheemcote poster drum makes its 
contents look like a better buy. It can do the 
same for your product, too. It stands out 
from all other containers, creates a strong 
visual impact on the user. And it acts as your 
salesman day in, day out, right at the point 
of use...reinforces your advertising program 
...Serves as a visual reminder of your brand 
at the point where reordering is initiated. 


Compared to the cost of printing separate 
trademark labels, decalcomanias, instruc- 
tions, warnings and stencils—and the labor 
to apply them, Rheemcote is often less. 


For design service or more information, 
phone the nearest sales office listed in the 
Yellow Pages, or write the world’s largest 
manufacturer of steel shipping containers at 
1701 West Edgar Road, Linden, New Jersey. 


Rheemcote service from plants across the country 
...Chicago, Houston, Linden, New Orleans, Rich- 
mond, Calif., South Gate, Calif. and Tacoma. 


Sell as you ship with 


/ 


Two good oils / WHICH DRUM 
f WILL HE REORDER? 








Rheemcote Poster Drums 
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COMPCO 
cantilever lights 


SEE the improvement... 
in effective lighting 
FEEL the difference... 
in increased sales 

When you upgrade and 
modernize your service 
station with Compco 
Cantilever lights with 
full light control reflector 


SS 


FOR USE WITH ALL POPULAR OUTDOOR 


LAMPS; H.O., V.H.O., P.G., OR S.H.O. 


© versatile... gives more light over a 


wider area. Island, perimeter and approach 
lighting in one efficient unit. 


attractive... beautiful streamlined design 
adds the “modern touch” that brings 
customers to your pumps. 


economical...Surprisingly low original 
equipment cost. Built-in efficiency assures 
minimum operating and maintenance costs. 


| 
OOD IRENA a BMS UC LAL. 
f bogs a : 


Te = rw ° ’ 
- - - 


BEFORE 


COM P 


CORPOR 
1800 N. Spaulding Ave. Chicago 47, Ill. 


Eel GS 
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a 


better- 


paying 


business 





Business is growing rapidly in the 36 states where Sinclair markets its famous products. 
Many of these prime markets are now ripe for some smart businessman 
to take over as the Sinclair Distributor. 


When your name goes on the office door as Sinclair Distributor, the entire Sinclair organization 
will roll into action to help you with financial and administrative aid and assistance in bulk 
plant operation and service station development. There’s also a complete sales training program 
for your dealers and a program for your salesmen to help them build extra fuel oil, 

industrial and farm gallonage. 


The Sinclair brand has good public acceptance. Its products are pre-sold by one of the most 
aggressive advertising and promotion campaigns in the oil business. 


Why don’t you find out how you can be a part of 

Sinclair’s better-paying, billion dollar business? 

For the complete picture, write Sinclair Refining si j OI, 

Company, 600 Fifth Avenue, New York 20, N. Y. pea 
Sinclair Refining Company 


NATIONAL PETROLEUM NEWS °* February, 1960 





The ‘Gas Tax Boys Are at It Again 





HERE’S a good possibility that the ‘Gas’ 
Tax Boys will be hustling hard to make the 
tax a little higher this year. 

This is a vicious, though innocent-appearing, 
maneuver—and all oil marketers should be pre- 
pared for it. A federal gasoline tax increase of 
0.5¢ per gal. just went into effect last autumn. 
But no sooner had it been in force a short 
while before the ‘Gas’ Tax Boys said that wasn’t 
enough, that some more should be picked up. 

The object of the increase last year was to 
obtain additional money for the federal high- 
way building program, which is costing a lot 
more than the planners figured on. At first, oil 
industry leaders fought the proposed increase 
in the federal gasoline tax. It looked for a 
while as though it would be defeated. But the 
industry leaders gave up when White House 
pressure for a tax hike was applied. A half- 
cent compromise went through. 

Now, ostensibly, it’s a good cause. But there 
are two facts oil marketers should never forget: 

1. Your bread-and-butter product is being 
exploited to your detriment. Actually, gasoline 
is a pretty cheap commodity, but taxes are 
converting it into an expensive one. 
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The vicious aspect is that most people think 
gasoline has gone up sharply. They don’t 
realize that taxes amount to approximately 
50% of the cost of gasoline. 


2. Many marketers absorbed the last ‘gas’ 
tax increase. Ordinarily, the increase would be 
passed on to the consumer through a propor- 
tionate increase in the retail posting. Because 
gasoline prices were soft in most parts of the 
country when the raise went into effect last 
year, many marketers failed to pass it along. 
They paid it themselves. 

The vicious aspect is that marketers are 
working against their own sound business in- 
terests when they allow that to happen. 

One thing marketers can do, and it’s not 
difficult. They should keep an eye on all ‘gas’ 
tax moves. They should crystallize their own 
views on the matter. They should take the in- 
itiative in letting their legislators—tocal, state or 
national—know how they feel about it. 

Often, marketers don’t bother to tell their 
legislators what they think. They’re overlook- 
ing a good possibility, because these legisla- 
tors are sensitive to the strongly expressed views 
of their constituents. 









> FP-45 FRAME LIFT 


New swinging arm lift with JL plus features 





PLUS FEATURE No. 1 PLUS FEATURE No. 2 PLUS FEATURE No. 3 PLUS FEATURE No. 4 
Three-step cast aluminum Swing-easy arm bearings Dependable Rotary Strong, all-welded 
pick-up pads with for fingertip jack systems .. . Airdraulic yoke construction for 
sure-grip contacts. positioning. or Full Hydraulic. maximum safety. 


He: the finest swinging-arm lift yet designed. It offers 

complete flexibility to lift any make car with any type 
of frame construction . . . safely, quickly. Lateral, vertical 
and longitudinal pick-up adjustments are easily made because 
the swinging arms turn smoothly on lifetime bearings and 
the lightweight, strong cast aluminum pads slide on the arms 
and adjust to three heights. 

Flexibility of this pick-up system provides easy accessibility 
to undercar parts and safer, faster, more profitable service 
and repair work. Other features include two-position wheel 
spotting dish and handle for setting arm angle and pick-up 

2 : pad position and height. 
“" Pivoting arms ~ Get the complete facts on this new service station lift today. 
move in a wide arc ~\ Write for Catalog 138. ’ 


to provide reach of 
° Retary FP-45 FRAME LIFT 


88” and spread of 92”. 
ROTARY LIFT COMPANY, Division of Dover Corporation 
MEMPHIS 1, TENN.—CHATHAM, ONTARIO 


First name in oil-hydraulic auto lifts—passenger and freight 
4x" above floor 6%" above floor 10%” above floor elevators—industrial lifting devices. 
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National Petroleum News 


Washington Outlook 


For oil marketers, 1960 figures 
to be a year of watching, waiting 


IN AN ELECTION YEAR, Congress likes to 
train its guns on “big” issues—civil rights, social 
security, minimum wage laws, defense spending. 
This means oil marketing problems will take a 
back seat this year. 

Marketers should watch a number of issues, 
however. Here’s what to look for this season, short- 
ened by the nominating conventions in July: 


Gasoline Tax—Congress is hostile to the Ad- 
ministration’s planned 0.5¢ increase. The two-year 
1¢ boost in 1959 was supposed to satisfy state 
Officials’ demands for stepped-up highway spend- 
ing. Rep. Mills (D., Ark.) says his Ways and 
Means Committee won’t consider a hike in 1960. 


Allowance—Will be attacked, but 
Ways and Means Committee won’t recommend ma- 
jor changes, says Mills. He'll continue to study 
possible overhaul of entire federal tax structure. 
One aspect of law may be changed. Ways and 
Means expects to implement Treasury Depart- 
ment’s proposal that depletion deduction not be 
applicable to gross income from finished or semi- 
finished products. Some courts have allowed this. 


Natural Gas Bill—No chance unless President 
pushes it, and there’s nothing in the wind. 


National Fuels Policy—Will be pushed hard by 
coal industry. In effect, government would guaran- 
tee coal’s markets for “national security.” Resolu- 
tion to set up special committee to draft such a 
policy has been okayed by Senate committee, 
awaits action by House Rules Committee. 


Minimum Wage Bill—Has been approved by 
Senate Labor Subcommittee. Bill would extend 
minimum coverage to retail and service employes. 
For small retail establishments, the present $1 an 
hour would apply 18 months after effective date 
of new law. Minimum for workers already cov- 
ered would rise to $1.15 an hour on effective date, 
and to $1.25 an hour one year later. 


Self-Employed Retirement Bill—Has cleared 
House, is waiting for action by Senate Finance 
Committee. Would permit tax deduction up to 
$2,500 a year for self-employed persons—like 
jobbers and dealers—who set aside income for 
voluntary pension plan. 

S-11, Fair Trade, Divorcement—These compli- 
cated and controversial issues won’t get much pub- 
licity as election issues get hotter. What action there 
is will center around three bills sponsored by Rep. 
James Roosevelt (D., Calif.). 


For details on these bills, see next column. 
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Rep. Roosevelt: Back in the headlines with . . . 


Divorcement Bills 


No immediate threat, they'd bar 
majors from retailing and TBA 


JIMMY ROOSEVELT is off and running with a 
batch of new oil legislation that probably won’t be 
acted on by Congress this year. His three bills 
call for: 

@ Divorcement of most suppliers from retailing 
by 1964. This bill, similar to one introduced by 
Roosevelt in 1957, would forbid suppliers engaged 
in wholesaling to own retail facilities. 

@ Divorcement of major companies from TBA 
retailing by forbidding them to accept remuneration 
for handling certain TBA lines. 

e Filing of lease agreements between oil com- 
panies and dealers with the Federal Trade Com- 
mission. 

The TBA bill is a result of December hearings 
by the House Small Business subcommittee on 
marketing, chaired by Rep. Roosevelt (D., Calif.). 
Automotive wholesalers and service station dealers 
charged that majors use “coercion” to require sta- 
tion operators to carry TBA lines sponsored by 
the companies. (For full coverage of the hearings 
and an analysis of their significance, see page 129.) 

Roosevelt says he plans hearings soon for major- 
company spokesmen to have a “day in court” 
against the dealer charges. 

The bills-don’t have enough backing to be more 
than a mild threat in 1960. They'll probably be 
referred to the busy House Judiciary Committee 
under Rep. Emanuel Celler (D., N.Y.). 





SUPERMARKET STATION in Philadelphia sells FF (Food Fair) gasoline, is pumping about 4,800 gal. a week so far 


Food Chains in Oil Marketing: How the 


Oil men perked up their ears last Au- 
gust when Food Fair president Louis 
Stein announced plans to erect ‘100 
stations in the foreseeable future.’ The 
idea was to put stations in supermar- 
ket parking lots, sell gasoline at cut 
prices. Here's how the first ones are 
working out: 

FTER LESS THAN TWO MONTHS of operation, 

Food Fair’s first four Philadelphia-area sta- 
tions are averaging an estimated 21,000 gal. a 
month. So far, shoppers haven’t been breaking 


down fences to buy “FF” gasoline—even at 3¢ 
under market. 


But a Food Fair official calls the situation “satis- 
factory.” Right now, the chain has “10 or 12 more” 
stations scheduled to go up in the next three 


months. Original direct-operation plans have been 
revised, and stations are being run by lessees. 

Food Fair’s expansion into gasoline marketing 
has caused concern because of the company’s repu- 
tation as a pacesetter in food retailing. It also 
coincides with expansion moves by discount chains. 
(For a full report on these new forces in marketing, 
see NPN—Oct. p141, Nov. p113, Dec. p109.) 
Food Fair made its decision after a year of ex- 
perience with parking-lot outlets at six Best Mar- 
kets stores. 


Typical Operation—The FF station on the cor- 
ner of Godfrey and Front in North Philadelphia 
(see pictures) is representative of the four outlets 
now in business. The station is small—a minute 
building with V-shaped canopy, a double Wayne 
pump at either end of the island, and a rack for 
motor oil. A revolving pole sign is spotted at a 
corner of the lot. 


The attendant is a former door-to-door sales- 
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PATRONAGE is evenly split between supermarket shoppers and bargain-hunters 


General 


PRICE is 3¢ under majors 


First Attempts Are Doing 


man. He works on a 6-day week, is relieved in the 
evenings by a high-school student. Station hours 
slightly overlap those of the supermarket. 

The station pumps about 4,800 gal. weekly, most 
of it on Saturday. About one-eighth of the gallon- 
age is premium (reportedly 103 octane). Prices 
are 25.9¢ for regular, 28.9¢ for premium. (Accord- 
ing to the attendant, prices drop to.meet those of 
Saveway, probably the strongest independent in the 
Northeast.) Fair trade price for branded gasoline 
in Pennsylvania is 28.9¢, including taxes. 

Most business is done in the late afternoon. Only 
about half the customers are on their way to the 
supermarket. The rest admit to being bargain- 
hunters. Most of the customers are women. 

Most frequent question asked the attendant is 
“What brand is it?” He’s instructed to answer that 
he doesn’t know, but that “it is a major brand like 

..” and he reels off several major brands. 


Food Fair’s changeover from direct to lessee 
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operation came as a surprise to some competitors. 

One competitor thinks economy was at the bot- 
tom of the decision. “They’ve been checking costs,” 
he says. “Most of their stores are unionized, and 
maybe they would have had unionized attendants. 
And they’ve got to keep their costs down.” 

The dealer’s contract and lease has made more 
than one veteran oil man shudder. It gives the 
company an unusual degree of control. “Now if 
I ever turned in a contract like that,” says a major 
official, “they'd have me out on the street with 
my gold watch in five minutes.” 

The agreement runs for one year but may be 
terminated upon 24-hour notice by either party. 
The dealer pays all taxes to the seller and agrees 
to assume all responsibility for suits, etc. All ad- 
vertisements must be submitted to the seller for 
approval, as well as a weekly report on sales. 

The dealer agrees to remain open the same hours 
as the supermarket and agrees to buy product only 





(Begins on page 82) 

from the seller. He also agrees not to use trading 

stamps without written permission from the seller. 
In return for the premises, the dealer agrees to 

pay $1 for every 4-week period, plus a sliding- 

scale rental based on gallonage sold. Here’s how 

it works: 


Monthly 

Gallonage Rental 
0-10,000 0¢ 
10,001-20,000 1¢ 
20,001-32,000 1.9¢ 


Monthly 
Gallonage Rental 


32,001-44,000 1.6¢ 
44,001-56,000 1.3¢ 
56,000 plus 1¢ 


Reaction—Local major and independent dealers 
say they haven’t been hurt. But a Texaco dealer is 
indignant at a deal that was proposed to him: 

“IT give out Lit Brothers trading stamps. These 
guys came to me and wanted me to tie in on a 
coupon promotion. The FF guys would give their 
customers a coupon when they bought gas. Then 
the customer would bring the coupon to me when 
they wanted a lube job or something. Then I'd 
give ’em 25 stamps. How do you like that?” 

Some majors express indignation over alleged 
Food Fair attempts to recruit lessees from among 
their best dealers. To date, any such attempts have 
been unsuccessful. 

Food Fair won’t name its supplier in the Phila- 
delphia area. But J. Clark Newsom, manager of 
retail and distribution sales at Crown Central Petro- 
leum, says his company “has hopes of supplying 
the Food Fair stations within our marketing area.” 





t 


Other Chain Store Moves... 


BIG BARN food stores in Tampa, Fla., are selling 
premium and regular gasoline at an average S¢ 
under market. The gasoline sale is tied in with a $5 
purchase of groceries. 


A & P, most conservative of supermarket chains, is 
issuing stamps redeemable for gasoline at its stores 
in the Charleston-Huntington area of West Virginia. 
The stamps (one for every $2 spent on groceries) can 
be redeemed at local service stations (160 are 
participating). Each stamp is good for 3¢ toward a 
purchase of gasoline. 


JITNEY JUNGLE stores now being built in Panama 
City, Fla., will include service stations. 


KROGER employees in the Roanoke Division have 
been asked to canvass local stations to find the ones 
using Top Value trading stamps. They are told to 
boycott the others. 


STUCKEY’S, a chain of pecan confection retailers, 
will erect five more service station-candy shops. 
Gasoline and oil sales account for 25% of the 
Stuckey profits. 


FED-MART, southwest discount chain, has opened 
three more service stations in the Houston area, 
ranging from 75,000-250,000 gallonage monthly. The 
: chain is also negotiating with “a large Eastern super- 
’ market chain” to supply gasoline for a line of private 
} brand stations. 











Hypo for ‘Gas’ Sales 


Permanent agency is established, 
will seek to spur consumption 


INSTEAD of just sitting around and wishing, there 
will now be someone really trying to find ways to 
generate greater demand for gasoline. 


The first big step has been taken toward the 
development of a full-scale program. Last month 
a permanent committee was established under the 
jurisdiction of the API Marketing Division. This 
committee has three principal tasks: (1) selection of 
a coordinator who will keep track of everything 
available on this subject; (2) formulation of a plan 
for assessing costs of a program; (3) presentation 
of a preliminary study to all gasoline refiners. 

One project on tap is a $3-million-plus-a-year 
advertising campaign aimed at encouraging Amer- 
ican motorists to use their cars more than they 
do, thus increasing the sale of gasoline. This project 
has been shelved temporarily, at least until some 
formula for paying for it can be worked out. 

Before such a large-scale campaign starts, a test 
program will be undertaken. 

Trial Run—Originally, the sponsors of the na- 
tional ad campaign suggested that it get under way 
this year. It was proposed that marketers earmark 
2% of their regular advertising budget for the 
campaign. Thus, there wouldn’t be any extra ex- 
pense for the individual companies or for the 
American Petroleum Institute. Critics, recalling the 
failure of a national institutional campaign con- 
ducted by the now defunct Oil Industry Informa- 
tion Committee, prevailed on their fellow mar- 
keters to authorize an experimental campaign first. 

Creation of a permanent organization was the 
outgrowth of a study project headed by Harry L. 
Moir, Pure Oil vice president, who has been the 
spark plug from the beginning. The group that 
approved the permanent organization is called the 
“general committee” of the API Marketing Divi- 
sion. It is composed of 85 top marketers, ranging 
from prominent jobbers, consignees and dealers to 
marketing vice presidents. 

Objective—In requesting a program, the study 
group makes this statement in its presentation: 

“If we could encourage every American motorist 
to drive two additional miles per day, we could 
sell 3-billion additional gallons of gasoline, repre- 
senting an increase of 8% in today’s market.” 

Outlining the opportunities, the backers listed 
five factors. (1) The problem of crowded highways 
is being eased. (2) Amount of leisure time is in- 
creasing. (3) Leisure spending is increasing. (4) 
More and better motels. (5) Number of car-owning 
families is increasing. 

The advocates urge marketers to think up slogans 
for the campaign. As an example, they suggest: 
“It’s more fun by far, when you go by car.” 
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. » « New outboard motor uses diesel fuel 


Small-Boat Market: Booming 


PLEASURE-BOATERS will be buying more varied 
oil products in the future—as indicated by two new 
developments unveiled last month at New York’s 
Motor Boat Show (above). For more on this market, 
see page 86. 


Blue Chip Stamps 


Glut in Los Angeles may sharpen 
price competition in that area 


BLUE CHIP trading stamps are flooding the Los 
Angeles area. The Blue Chip Stamp Co. says 3,000 
gasoline stations in Southern California began 
handing out its low-cost stamps on Jan. 4. So far 
the only major giving the stamps is Standard of 
California, but since no franchise is offered, any- 
body can buy the stamps. 

Although no gasoline price war has begun, a 
few stations that don’t handle the stamps have cut 
gasoline prices up to 2¢ gal. to compete with stamp 
traders. 

Use of the stamps by majors may sharpen price 
competition with independents. Because stamps 
cost about 7/10¢ a gal., majors who give away 
stamps but do not raise prices are actually cutting 
prices—or so it seems to area independents. 

Blue Chip is a Southern California retail store 
cooperative formed to compete with big national 
trading stamp companies. It confined operations to 
Northern California and the Central Bay area until 
this year. Blue Chip claims its stamp redemption 
rate is higher than the big companies’ because it 
sells stamps cheaper while issue rate is the same 
(one stamp for each 10 cents worth of goods 
purchased). 
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What About TML? 


Not new, but newly controversial, 
it could become a hot sales tool 


WILL THE ANTI-KNOCK AGENT known as 
TML be a hot marketing tool of the Sizzling Sixties? 
Will it replace tetraethylead as the leading gasoline 
anti-knock additive? Share TEL’s market? Or be 
tied up for years in patent squabbles? 

TML—tetramethyllead—has been known to re- 
searchers for years. But interest in it rose last month 
with Socony Mobil’s announcement that it would 
apply for patents on a new principle for making 
motor fuel, using TML. The principle would be 
available to all, said Socony. Added the company: 
“There are many existing and expired patents on 
organo-lead anti-knocks.” TML and TEL are such 
anti-knocks, but Socony noted that “no patent spe- 
cifically covers the use of TML in highly aromatic 
gasolines.” 

Ethyl Corp. and DuPont, both TEL makers, let 
it be known they were hep to TML. Ethyl said, 
“For many years we’ve been studying the use of a 
wide variety of lead alkyls as antiknock compounds, 
including TML and a mix of TML and TEL ... 
and have filed patents in this area.” 

From DuPont, “We've been investigating TML 
as an antiknock agent for some time and the process 
for its manufacture has been developed.” 

Esso Research & Engineering says it has studied 
TML, too, also has “some patents.” 

Ethyl and DuPont say they can make TML with 
little change in present lead manufacturing. 

Why Talk Up TML?—Socony says, “This is a 
big development. Its commercialization requires a 
substantial market and we are releasing it to stimu- 
late interest so that the entire industry can benefit.” 
If more majors get TML-minded, the sooner TML 
can be made economically in large quantities. 
There’s a clue in Socony’s announcement that it 
knew that TML was not hot news: “One or two 
other companies are probably working in this field, 
and pubiic discussion will speed up commercializa- 
tion.” 

What’s It Got?—What’s so important about 
TML? Says Socony: 

e For the car owner, TML will take stubborn 
knocks out of some cylinders of foreign and do- 
mestic cars, even though they are using high- 
octane-number fuel because TML will end “fuel 
segregation—the separation of the more volatile 
parts of fuel from the less volatile while going 
through the intake manifold.” Socony says, tests 
show that all cylinders in the same engine don’t 
get the same balanced diet, or mix, of antiknock 
fuel. Result: Some cylinders knock, some don’t. The 
knock is more critical in stick-shift cars than it is 
in AT-equipped cars, indicating that Socony is 


(Continued on next page) 
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(Begins on page 85) 
looking at the world problem, not just the U.S. 

e@ For refiners, says Socony, TML means blend- 
ing fuels more ideally suited to motorists’ needs, 
since it is more effective in certain fuel stocks than 
TEL. Refiners will have more flexibility in blend- 
ing high-performance fuels. Refiners using platinum 
catalytic reformers to increase gasoline quality tried 
to overcome fuel segregation with higher-cost op- 
erations. Now, says Socony, TML will make high- 
cost operations unnecessary. It will also mean sav- 
ing on capital investments for octane-improving 
processes, since TML can do the job by itself. 

e@ For engine designers, TML gives more flexi- 
bility in designing carburetors and manifolds to get 
maximum performance and economy. 

But before TML can get to the commercial stage, 
Socony feels the Surgeon General of U.S. Public 
Health Service will have to pass on its use, even 
informally. Socony says TML in gasoline will be 
as safe to use as TEL, given the same caution in 
handling. Ethyl adds, “Medical and public health 
aspects . . . have been under study for some time.” 


All-Oil Credit Card 


New Chicago firm is promoting 
a single card for the industry 


THE FIRST realistic plan for a common credit 
card was offered to oil companies last month by 
Oil Services Credit Corp., a new agency incor- 
porated for $10-million by several Chicago busi- 
nessmen. 

No contracts have been signed yet, and many 
companies remain wary of the whole idea of uni- 
versal retail credit. 


But Ralph W. Applegate, a director of several 
Chicago businesses and president of Oil Services, 
says he needs contracts from only three companies 
—with combined annual credit sales of $180- 
million—to launch his program for integrated cred- 
it. Here’s how the plan will work: 


Oil Services will issue one card with names of 
participating companies on the back, investigate 
consumer credit, supply imprinters and sales tickets, 
bill and collect from customers, advertise and pro- 
mote the service, make daily deposits to oil com- 
pany accounts, and levy a 112% interest charge 
on accounts not paid within 30 days. 

Participating oil companies would sign three- 
year contracts, pay a fee of about 4% of gross 
retail sales, loan credit managers to Oil Services 
for a three-month transition period, and appoint 
representatives to an advisory committee that would 
determine credit policies of the new agency. 

(Two oil men put the case for a universal credit 
card in NPN—Aug. p168. For a full report on 
other developments in the field, see NPN—Oct. 
pli7.) 


be In case you missed it... 


>The American economy will grow as much in the 
next 10 years as it has in the past 25, predicts 
McCann-Erickson, Inc., New York ad agency. The 
outlook: “Over the next 10 years . . . 30% more 
goods and services per person for 25% more 


people, with perhaps 8% less work time per 
person.” 


> Esso Education Foundation has announced grants 
totaling $485,000 “to stimulate and improve sci- 
ence teaching at all educational levels.” 


»Teamsters Local 142, Gasoline Retailers Assn. 
of Lake County, Ind., has been convicted of vio- 
lating Sherman Antitrust Act and fined $13,000 
plus court costs. Defendants were accused of 
conspiring to “stabilize” gasoline pump prices. 


> After a two-year study, a Canadian royal com- 
mission is sharply critical of trading stamps, pre- 
miums, promotions and over-fancy packaging. Pro- 
motional methods that take the place of price cuts, 
says the commission, are “detrimental to con- 
sumers.” 


Seaside Oil, West Coast subsidiary of Tidewater 
Oil, is expanding in Washington. First step: signing 
of Harris Petroleum Co. as distributor in the 
Seattle-Tacoma area. 


National average octane ratings for December 
stood at 99.3 for premium and 92.4 for regular, 
Ethyl Corp.’s monthly survey reports. 


Frontier Refining, Denver, has acquired Western 
States Refining of Salt Lake City. 


Sun Oil is now treating heating oil with hydrogen, 
following the lead of Gulf and Sinclair. Thanks 
to a $1.2-million hydrodesulfurizer, says Sun, its 
blended product is improved in quality, has better 
storage stability and less sulfur content. 


> Arvida Oil Co. has let contracts for its first two 
stations, to be completed in mid-February and 
mid-March. The Boca Raton, Fla., firm plans a 
chain of Arvida-brand stations throughout Florida, 
and is also building a number of stations under 
commitment to Gulf Oil Corp. 


Pure Oil Co. has introduced a “controlled” credit 
card giving trucking firms five options on the 
amount of credit they want made available to 
drivers. Pure claims the nation’s largest chain of 
truck-stop stations. 


Soviet scientists say they’ve invented a crude-oil 
cracking method that increases gasoline yield five 
times over the current level. The process is said 
to use radiation and need no catalysts. 
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Focus on Oil Marketing 





a RUNWAY for pole vaulter Don Bragg 


isn’t made of the usual clay, sand and 
cinders, but of asphalt and weather-re- 
sistant fibers, Called Grasstex, produced 
by American Bitumuls, it was used at 
U.S.-Soviet track meet last summer in 
Philadelphia. Russians first refused to 
use, changed minds after trying it out. 


THE WOMAN’S TOUCH can be seen in the 
office of Burke Oil Co., Mobil jobber- 
Ship of Forest Park, Ill. It’s the work of 
Dorothy V. Burke, lady oil jobber. 


Vv TIDEWATER is ready for the Winter Olym- 


pics with this Swiss Chalet Station at 
Squaw Valley, Calif. Outlet cost $63,000. 


4 

DIESEL FUEL for a gold-dredging operation in the Boliy- 
ian jungles floats downstream in a Firestone Fabritank. 
Made of rubber-coated nylon, it cut handling costs 80%. 








Brief But Significant 


Government drivers can’t keep trading stamps .. . Cities to buy all of Ark Fuel... 
BP Canada Growing . . . Sealdtank restrictions proposed . . . Pipe lines and trucks gain 


General Services Administration has 

ordered all government workers who 

buy oil products at U.S. expense to 

turn in any trading stamps they re- 

ceive. The government plans to cash 

the stamps in for money. 
SIGNIFICANCE: Stamp-giving stations 
will no longer appeal to government 
drivers as offering an “extra” they 
can pocket for themselves. 


American Motors has appealed a 
Louisiana court ruling that its adver- 
tised claim of 32 miles per gal. for 
a Rambler test car constituted an ex- 
pressed warranty that Rambler buyers 
could expect the same performance. 


SIGNIFICANCE: If upheld, the ruling 
would probably eliminate mileage 
claims from auto advertising. 


Cities Service has elected to buy 
minority share of Arkansas Fuel Oil 
Corp. for $40 a share, under an 
option proposed by minority share- 
holders. 
SIGNIFICANCE: Cities, which already 
owns 51% of Ark Fuel, had been 
ordered by Securities and Exchange 
Commission to sell its holdings or 
else acquire the minority interest. 


BP Canada Ltd. now has 600 re- 
tail outlets in the Dominion, served 
through 17 bulk plants and terminals 
in Quebec and Ontario. Three more 
plants are under construction. 


SIGNIFICANCE: After only two and a 
half years in business, BP Canada has 
established a solid marketing opera- 
tion. 





Station Sales Up 


Census Bureau estimates show 
U.S. service station sales totaled 
$16.8-billion in 1959, against 
$15.8-billion in 1958. Here’s the 
breakdown as compiled by Platt’s 
Oilgram (add 000,000): 


1959 


$1,282 
1,197 


1958 
$1,209 
1,122 
1,214 
1,252 
1,335 
1,331 
1,410 
1,448 
1,346 
1,384 
1,338 
1,369 
$15,758 


January 

February 
March 1,318 
April 1,348 
May 1,427 
June 1,450 
July 1,516 
August 1,504 
September 1,419 
October 1,462 
November 1,433 
December 1,403 


Total $16,759 











>A Navy fuel depot near Portsmouth, 
Va., is blending two obsolete oils left 
over from World War II into a mar- 
ketable all-purpose lubricant. The ob- 
solete oils, 50-weight and 10-weight, 
are blended into a 30-weight oil. 


SIGNIFICANCE: The process is expected 
to be worth a quarter of a milion 
dollars to the Armed forces. 


Sinclair Refining Co. is the latest 
major supplier to come out with a 
magazine expressly designed for heat- 
ing-oil jobbers. 
SIGNIFICANCE: Majors are putting in- 
creased emphasis on heating oil. 


Seasonal adjustment in gasoline oc- 
tane numbers could save refiners about 
$140-million a year, say two Standard 
Oil Co. (Ohio) engineers. They’re as- 
suming an extra octane number costs 
10.5¢ bbl. today, and that seasonal 
adjustment could save an average of 
one octane number per year. 


SIGNIFICANCE: By adjusting its pre- 
mium gasoline octane number sea- 
sonally, Sohio has found it can satisfy 
a more consistent percentage of cars 
at a lower average octane number 
year-round. 


Interstate Commerce Commission is 
reviewing an examiner’s recommenda- 
tion for a 1,000-gal. size limit on 
Sealdtanks. Made by U.S. Rubber Co., 
Sealdtanks are collapsible containers 
that can be used by general-commod- 
ity truckers to haul liquids. They’re 
shaped like toothpaste tubes, come in 
sizes from 450 gal. to 4,200 gal. 


SIGNIFICANCE: Unrestricted use of 
Sealdtanks could save oil marketers 
money, since the tanks roll up to 
permit dry-cargo hauls on return trips. 
On the other hand, restrictions would 
protect existing tank-truck carriers. 


Water carriers haul the largest 
amount of refined products trans- 
ported domestically (38%), while 
trucks haul 37%, pipelines 20%, and 
railroads 5%. The figures, covering 
1958, are from the Committee for Oil 
Pipe Lines. 


SIGNIFICANCE: During the past ten 
years, pipe lines and trucks have both 
increased their share by 8%, while 
water carriers and railroads both 
dropped 7%. 





How the Pleasure-Boating Market Stacks Up Today 





OIL MARKETERS sold some 540-million gal. of 
product to pleasure-boaters in 1959, reports Boating 
Industry magazine in a new survey. The breakdown: 
3.36-million gal. gasoline for outboards, 154-million gal. 
gasoline for inboards, 25.5-million gal. lube oil, 24.5- 
million gal. diesel fuel. 

Other findings in the survey: 

e More than 39-million Americans went boating in 
1959. They spent $2.475-billion at the retail level in 
what is now the top U.S. family sport. 


e There are now 3,900 marinas and boatyards in the 
U.S., in addition to 1,100 yacht and boat clubs with 
waterfront facilities. 

e Outboard engines in use now total 5.75-million; 
inboards total 804,000. 

e There are now 7.8-million recreational craft in all 
U.S. waters. 

(See page 85 for other pertinent boating develop- 
ments. For a full report on the pleasure-boat market 
and how to cash in on it, see NPN—May ’58, p75.) 











from New York to Tennessee... 
the big change is to Ashland 


Now more than 4,000 outlets in a twelve-state 
area, from New York to Tennessee, are display- 
ing the Ashland Oil Products sign. Previously, 
in Kentucky and Southern Indiana, Ashland 
Oil Products were sold under both the Ashland 
and Aetna brands. In Western New York, these 
products were sold under the Frontier brand. 


This change to a single identifying brand is 
not as sweeping as you might think. Aetna and 
Frontier stations have been affiliated with 
Ashland Oil & Refining Company for many 
years as part of the big, independent Ashland 
Oil family. 

In the family, there are now 4,900 direct 


employees, plus additional thousands on the 
payrolls of independent Ashland distributors, 
jobbers and service stations. Every member of 
the Ashland Oil family has the family charac- 
teristics . . . a sense of personal freedom, 
initiative and independence. 


The independent marketer who chooses 
Ashland Oil stays fully independent. He gets 
helpful marketing counsel, top-quality products, 
technical service, as well as outstanding adver- 
tising and promotional support. Call EAst 
4-1111 and get acquainted with the growing 
Ashland family. As an independent, Ashland 
Oil enjoys seeing other independents get ahead. 


ASHLAND OIL & REFINING COMPANY 
Ashland, Kentucky 
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The Best Gas in the World comes from 
the Best Pumps in the World... 


The dynamic expansion of the world on wheels has 
been pioneered by typical American enterprise — con- 
stantly improving motor fuels and ever-new concepts 
in gas pumping and service. 

In fact, traditional pacesetter in service station 
progress has been the development of new and im- 
proved pumps and service islands. 

The Veeder-Root Computer, known world-wide as 
the “head for figures,” has helped with this pace- 


New York * Chicago » Los Angeles * San Francisco 
Seattle + St. Louis « Greenville, S. C. 
Altoona, Pa. * Montreal 
Offices and Agents in other principal cities 


setting too. Improved readability, faster and more 
precise operation, simplified design, and quick and 
easy operation all mean better service and maximum 
profit protection for the service station. 

Now, important new improvements are being made 
available to service station owners and operators 
through the leading pump manufacturers. 

You can always count on: ““The Head for Figures.” 


Veeder-Root 


HARTFORD 2, CONNECTICUT 


® “The Name that Count’ 





Management 


New Humble's No. I Marketer 
’ Looks at Oil Marketing Today 


D. WOODSON RAMSEY 


At 54, he typifies a new kind of corpora- 
tion executive now coming to the top in 
major oil companies. Young, decisive, 
he’s experienced in every phase of his 
business. Ramsey was coordinator of 
world-wide marketing for Jersey Standard 
before being tapped last December as 
marketing boss of Jersey’s big Humble. 
In that job he’ll make Houston his head- 
quarters. 
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As vice president and director of the new 
Humble Oil & Refining Co. of Delaware, 

D. Woodson Ramsey (above) will run the 
biggest oil-marketing show in the country. 

His company, consolidating all domestic 
subsidiaries of Jersey Standard, will eventually 
market nation-wide. In his first 

exclusive interview, Ramsey talks about 

U.S. marketing today, tells what he thinks 

of it and what he sees ahead > > > 











(Begins on page 91!) 


Q@. Mr. Ramsey, what do you regard as the 
biggest problem in oil marketing today? 


A. The industry has more damn gasoline than 
we have customers. Other than that, if we bring the 
United States into it as well as foreign—but more 
acutely in the United States than abroad—the oil 
industry problem is to find some way to deliver 
gasoline to the consumer other than by having 
service stations on every corner. It is too expensive. 

Self-service has been attempted but has not 
been successful. I don’t know any answer, but it is 
a problem. We’re doing research on a fully-auto- 
mated station. 

I don’t think the number of service stations can 
be cut down quickly, but the sooner the better. It 
is not entirely a matter of the number of stations. 
The demand pattern changes and new stations are 
needed in new areas. In local situations free com- 
petition may cause overbuilding, though the total 
number of outlets has dropped over the last several 
years. Many of the outlets that have disappeared 
were not even classified as service stations. Al- 
though we certainly don’t need four service sta- 
tions on every corner, free competition is far better 
for the public and the economy then the alternative 
of regulation and restriction. As new and larger 
stations are built, others will become obsolete and 
disappear. In the long run, there may be fewer and 


RAMSEY: “More damn gasoline than customers.” 


larger stations, but any reduction will not happen 
quickly. 

Also, most major companies pay too much 
attention to gasoline and not enough to other 
products. 





“Il STARTED SELLING when I was about seven or 
eight years old. My father was a crossroads merchant 
back in Franklin county and he believed in putting 
us to work as soon as we were around. The experience 
was valuable,” smiles D. (for Dyer) Woodson Ramsey, 
who now heads the massive new Humble of Dela- 
ware marketing operation (for more on the company, 
see page 97). 

Ramsey’s soft Virginia drawl is deceptive. Behind 
it is a sharp and decisive marketer. At 54, Woody 
Ramsey backs his talent with a wealth of experience 
in almost every phase of the oil business. 

He joined Esso back in 1928, the ink still wet on 
his B.S. in Economics from Roanoke College. His 
application for a job at Esso Standard brought a 
routine “nothing open now, but if you’re ever in 
New York .. .” form letter. Ramsey took the letter 
literally, went to New York and sold the company on 
hiring him. 

His first assignment (after a stint at the Bayonne 
refinery) was Puerto Rico, selected as a training 
ground because of its bilingual aspects. From there 
he moved to Trinidad when Esso took over Colonial 
Beacon. 

In Trinidad, Ramsey learned the oil business the 
hard way. As assistant manager, he helped run an 





New Humble’s Ramsey: How He Got Where He Is Today 


operation that covered every phase of oil from pro- 
duction to refining to marketing. He learned to build 
service stations without blueprints, using only a photo- 
graph of a U.S, station. He learned to field-strip a 
gasoline pump. After three years, Ramsey at 26 be- 
came manager of the Trinidad operation. 

After moving on to become vice-president and gen- 
eral manager of West India Oil Co., an Esso affiliate, 
Ramsey’s next big move came in 1943. He served as 
petroleum advisor on General Eisenhower’s staff in 
North Africa. 

After the war he became deputy to Esso’s special 
representative for Central Europe. In 1948 he re- 
turned to the U.S. to take over as deputy marketing 
advisor for South America, two years later he moved 
up to advisor for the Eastern Hemisphere. By 1954 
he was deputy coordinator of the operation. 

Ramsey’s after-office-hours interests are diversified. 
Golf is second only to travel as a pastime. He owns 
a large farm in Virginia and is a trustee of his alma 
mater, Roanoke. In New York he is a deacon of the 
Brick Presbyterian Church and a director of the 
America-Italy Society, an organization devoted to 
cultural and educational idea exchange. 

He is married to the former Miss Ersel Orender 
of Dublin, Va., and has a 10-year-old daughter. 
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“We have had a terrific drive to reduce 
the cost of buildings. And we've been 
more selective in our sites. We have a new 
station design in the mill. It has been 
agreed upon.” 
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Q. What about this product imbalance? 


A. I’m greatly concerned about other products. 
Worldwide, the business is almost equally divided: 
one-third gasoline, one-third distillates, and one- 
third heavy fuel. Motor oil, distillate fuels, lubri- 
cation, asphalt, specialty products, all get a lot of 
attention. A new emphasis in the United States 
today is petrochemical products. We are research- 
ing for new uses for petroleum products so we may 
expand the market. 


Q. What's the pay-off point in station volume? 


A. You can’t afford to build a station for a 
gasoline volume of 10,000, 20,000, or 30,000 gal- 
lons. If you do you’re making a poor investment. 

The break-even point depends entirely on the 
kind of neighborhood, the cost of land, the type 
and volume of business, the kind of station and 
total investment required. Costs today are much 
higher than they once were. On modern highways 
many stations need twice as much frontage as was 
required just five years ago. 

You need several hundred feet now, and this 
means a lot of investment in land. Then a suitable 
building. And I still think they are putting too 
much into facilities. We spend as much on facilities 
today as we do on land—sometimes $30,000 on 
a total $60,000 investment. We have had a terrific 
drive to reduce the cost of buildings. And we've 
been more selective in our sites. We have a new 
station design in the mill. It has been agreed upon. 

I can see a station doing less than 30,000 gallons, 
but the more volume the better. The new Oklahoma 
operation in Chicago is averaging 60,000-65,000 
gallons a month per station. This is what we in- 
herited from a private-brand operation. 


But I don’t think we'll ever get away completely 
from the neighborhood station supported by TBA 
and services. These may be under 30,000 gallons. 
We have thousands of dealer stations of 30,000 
gallons or less which are profitable businesses. Most 
of them have been earning a good income for years. 


Superstations? I think they’re a good idea. 


Q. Do you prefer dealers to salaried stations? 


A. When we bought Oklahoma we found that 
the large volume supported salaried stations. The 
majority are still on salary. 

But our emphasis elsewhere is on the dealer. It 
has been for a long while. Nothing in the wind 
would indicate a change. We operate some salaried 
stations for training purposes and use both com- 
mission stations and our new Manager Plan sta- 
tions to encourage men who have the potential 
to become good dealers to enter the business. We 
develop better marketing and merchandising tech- 








(Begins on page 91) 

niques at some of these stations which we ourselves 
supervise. But our objective is to help our inde- 
pendent dealers increase their earnings by selling 
more products. Our objective is to run our stations 
with independent dealers. If you get good dealers 
and they learn to be good retailers, they can handle 
all business, including TBA. 


Q. How about dealers going into non-oil side- 
lines? 


A. I don’t think there is anything really wrong 
with that. You find some things for sale in private 
brand stations that are not ordinarily sold in sta- 
tions. In one of Oklahoma’s Chicago warehouses 
I saw a lot of cigarettes. I asked if they would 
become stale but was told they had just been de- 
livered and were about to be shipped out. In 
some other Chicago stations eggs are on sale. 


We are conducting research to learn what dealers 
can sell most profitably to help increase their in- 
come. I don’t see anything wrong with selling other 


“We feel very deeply in Jersey that each function should 
stand on its own feet... 


“.. . not dip into other depart- 
ments or divisions. This is par- 
ticularly true of the marketing 
setup.” 


items, if it helps dealers get customers and doesn’t 
interfere with their normal business operations. 


Q. What is your yardstick for station invest- 
ment? 


A. We feel very deeply in Jersey that each 
function should stand on its own feet . . . not dip 
into other departments or divisions. This is par- 
ticularly true of the marketing setup. Switching 
money from one company to another gives the 
public the idea we are extravagant . . . and we are 
not. Actually, the return on the oil business is low. 

I have a sincere belief in decentralizing. Leave 
the business to the district and division managers. 
Give them responsibility but guide them. 

Our field people decide where they want to put 
a station, then pass the program back to us. After 
two years we appraise what they have done against 
what they have said they would do. The field people 
learn to be reasonable and accurate. If the first 
appraisal doesn’t measure up, then we continue 
to appraise until the objective is achieved. 

Here is what we give them as a guide: 

The first consideration is profit on the invest- 
ment. Land is not depreciable. We want a 7% 
return on taxes when land represents 20% of the 
total outlay. If the land goes up to a 60% value, 
then we want a return of 8.3%. 

Next, we look at dollar of investment per barrel 
per year. When we buy the land and erect the 
facilities we don’t want it to cost more than $8 
a barrel. For example, if the station did 10,000 
barrels annually, it shouldn’t cost more than $80,- 
000. If anything goes above $10 per barrel, we 
begin to raise our eyebrows. We'll okay it if the 
long-range potential is good and shows it will come 
down to $8. 

This $8 a barrel has remained remarkably steady 
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in the last few years. Inflation and increased 
building costs haven’t hurt it too much. 


Q. How about leases? 


A. We must treat long-term lease commitments 
as a capital investment. Generally we can make 
more this way. Our emphasis is on owning our 
own land and buildings. 


This direct ownership is a shift in our policy. 
It gives us a better assurance of our own business. 
Our experience is that over the years you pay less 
and have a better assurance of profit. 

When we rent our stations we re-lease at a 
profit. We want a fair return. We treat it as a real 
estate transaction. 


Q. What about the differential between pri- 
vate branders and majors? 


A. We should reduce costs so as to be as com- 
petitive as possible with private branders. There 
should be no differential unless absolutely required 
for quality and service. There will be a concerted 
effort to get our costs down. Humble has many 
objectives and I don’t know which ones will come 
first. But there will be a great effort to reduce our 
costs, to become more efficient. 


Q. How about the supermarkets and discount 
houses moving into oil marketing? 


A. Chain stores revolutionized food distribution, 
but this is not necessarily the answer for oil mar- 


“Swtching money from one company to 
another .. . 


- . +» gives the public the idea we are extrava- 


gant.” 


Management 





keting. The food chains have a high talent for 
merchandising, but they don’t know as much about 
the oil business as we do. We do know that where 
there are problems, someone is going to solve them. 
Our job is to make sure that we provide good 
solutions as new distribution problems arise. If 
we do, no one else can step in and put us out of 
business. 


Q@. How will the new compact cars affect 
the higher octane market? Or gasoline de- 
mand in general? 


A. There is less pressure on octanes than there 
has been for a long while. Two or three years 
ago there didn’t seem to be any end to higher 
octane. But people are becoming economy-minded. 
They really want transportation, not the zip and 
boom and 100 mph. Even manufacturers of cars 
now feel that compression ratings are not the 
only thing. 

This is true of this year and the future looks 
the same. We think this is good. 

The ratio of premium to regular has not declined, 
however. There will always be enough cars around 
with high-octane appetites. 

Over-all demand decline? No. A lot of people 
are using compact cars who never had cars. As 
long as the car is there, there is encouragement 
for people to use it. 


Q@. Mr. Ramsey, you've played an important 
role in recruiting marketing men for Esso. 
How do you pick good ones? 


A. I don’t think you can beat the experience 
of doing things and finding out things for yourself— 
like my job in Trinidad when I was a beginner. 
But you can’t do that today. Things are more 
specialized. We still put our trainees through 
the mill to a certain extent, however. 


We have a terrific investment in young fellows 








(Begins on page 91) 
today. If we make a bad choice it is just too bad. 

We look for bright young fellows in colleges 
and universities all over the country. We have the 
best luck with liberal arts graduates, rather than 
technical graduates. 

Requirements? We insist on flexibility and a 
flair for marketing or management. Linguistic 
ability is important, too. The emphasis is on a well- 
balanced individual. 


Q. What about oversupply? 


A. I don’t think there is as much product as 
some people think there is. We should be getting 
into a better balance. And we should be better 
this year than last year as regards price. 


Q. Do you think more majors should try to 
sell abroad? 


A. The fight for foreign markets is just as 
tough as the fight here. Some foreign markets are 
even more competitive than the U.S. market right 
now. Italy is the worst in the world, or the best if 
you like your competition tough, with Switzerland 
second, and Germany a close third. New outlets 
for crude are important to South America and just 
as important to the Middle East. 

Most of these fields went into business to bring 
products into the United States. They spent a lot 
of money and found oil but got no market, so they 
will be under pressure to find other outlets. With 
import controls, a barrier has been drawn around 
this country. So they are looking for markets abroad 
and will be under pressure to find other outlets. 
I don’t know when this is going to end. 


Q. What about heating oil versus natural gas? 


A. The problem in the heating oil business is 
that we didn’t do enough research. In the case of 
installations and equipment, we didn’t do enough 
on things you need to use in oil-fired systems. But 
we are waking up to this, and we're doing a lot 
of research. We think we can come up with new 
types of burners. 

The cost of individual installation is a big prob- 
lem. If a builder can purchase a gas burner for 
$100, he vion’t spend $200 or $300 for oil. Gas 
companies have complete standardization of equip- 
ment burners and boilers. In oil we have thousands 
of different kinds. 

We're not prepared to throw in the sponge and 
quit in oil heating. I think you will see a lot being 
done to hold onto and to increase our sales in 
heating oil. 

But the oil versus gas battle is a research job. 


bank aoe 
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“The new brand name is the $64 question.” 


Q. Are distributors here to stay? 


A. I think there will always be opportunity for 
the distributor. In some ways, he has the same 
advantages compared to a large company as the 
private-brander. These are lower overhead costs 
and greater flexibility. Sometimes a distributor can 
do as good a job as anyone. 

Home heating oil is an example. The large ma- 
jority of our sales of heating oil in the U.S. are 
through distributors. We find that where personal 
contact with the homeowner is important, as it is 
in the heating-oil business, the distributor has a 
definite advantage. Especially where he is well 
known in the community and gives personal atten- 
tion to service and complaints. There will always 
be a need, in my opinion, for distributors who want 
to work hard at it. 


Q@. Doesn‘t the Humble Division have 
only a few jobbers? 


A. Marketing is different in Texas than on the 
East Coast, where most of the heating-oil market- 
ing is done by jobbers. Most jobbers, in fact, are 
in the fuel-oil business. In Texas, Humble has no 
heating-oil business. No fuel-oil business except 
ships on the coast, no kerosene because there is no 
market for kerosene. It’s mostly retail service sta- 
tions and TBA. You need a different type of opera- 
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“We won’t move into a 50-state operation just to have 
it in print. It must make good sense to us. They are 
all good markets and we will be in them. We have to 
be in them to give our customers good service.” 


tion to carry on that type of business. Generally 
speaking, the oil industry does a fine distribution 
job, and it gets back to the question of costs. If a 
distributor or consignee can do a better job than 
we can, then the business should be turned over 
to him. On this basis there’s plenty of room for 
distributors in this country and all over the world. 


Q. How about tank-wagon prices today? Are 
they fictitious? 


A. We don’t think tank-wagon is a fictitious 
price in our business. We think it’s the real price. 
When you get very far away from the posted tank- 
wagon price you get into trouble. We have too 
many customers to give each one a different price. 


Q. How serious is the problem of selling under 
tank wagon? 


A. This is a recurring problem and a serious 
one. One reason for depressed prices is excess sup- 
ply, which increases the number and volume of 
distress sales. Insofar as gasoline retailing is con- 
cerned, most price wars as we know them start 
because of pricing practices at the pump. Of course, 
some selling under tank wagon is bound to happen 
and proves competition is at work in the gasoline 
business. 


Q. What about commercial discounting? 


A. A lot of people think that it is marginal stuff 
so it doesn’t matter. But we can’t do it too long. 
We can’t run our business without posted tank- 
wagon prices. We can’t get away from it and have 
any order in our business. 
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Q. Is Fair Trade going to help solve price 
problems? 


A. I’m not an expert on Fair Trade. It didn’t 
work out in North Carolina but it did in New 
Jersey, Pennsylvania and Connecticut. But Fair 
Trade is not the answer to our basic problem. 


Q. What are the plans for the new Humble? 


A. The new operation is in being now. The 
merger has been completed and the Humble board 
is now in charge. We move much faster than we 
thought we could. The Standard and Carter merger 
is complete. There is no move on Oklahoma right 
away because we want to take care of the big ones 
first. They are under Humble as of the first of 
January but they will not actually be in until 
about April. 

The new brand name is the $64 question. Maybe 
there will be a brand-name change in Carter, 
Humble, or Oklahoma. We are not dropping 
Esso. 

We won’t move into a 50-state operation just to 
have it in print. It must make good sense to us. 
They are all good markets and we will be in them. 
We have to be in them to give our customers 
good service. Our objective is to obtain brand 
distribution in the United States but we’ll not 
move willy-nilly into all states. 





How Humble Is Consolidating 


JANUARY ist marked the first step in 
Jersey Standard’s plan to consolidate all 
producing, refining, marketing and marine 
operations of its domestic affiliates. Merged 
into one massive corporation were Esso 
Standard, Carter Oil and the new Humble 
Oil and Refining. Soon to follow (“as soon 
as possible”) are the smaller Pate and 
Oklahoma companies. 

The triumvirate -now dominating the 
marketing scene handles over 15.5-billion 
gal. of petroleum products annually. The 
addition of the two smaller companies will 
swell this figure by another 286-million 
gallons. 

The new corporation is not spinning its 
wheels. Humble has already expanding 
westward, with a new emphasis on jobbers. 
Carter Oil has moved into Lincoln, Neb., 
with the signing of an independent oil job- 
ber there, part of an expansion “in both 
the rural and urban areas of Nebraska.” 

The giant corporation now markets in 38 
states through over 29,000 outlets, but has 
announced its plans to move into all 50 
states. 
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while you load, bill 
and dispatch in a hurry! 














Ticket printing registers in the control room accur- 
ately record the measurement of each meter at 
the loading rack. The entire system for loading, dis- 
patching and accounting is under the control of a 
single supervisor. 


With a Rockwell remote system of meter reg- 
istration you can cut liquid stock losses sub- 
stantially. You’ll gain security by having 
centralized one man control over every load 
leaving your plant. You’ll save time, paper 
work and money through the use of mechan- 
ized meter accounting. 

With this system, trucks are loaded faster 
and more economically. Drivers handle the 
fills themselves. Human errors are minimized 
by having meters fitted for automatic shut-off. 

The Rockwell system also reduces the time 
and effort needed to provide load records, in- 
voices and bills of lading. These are printed 
mechanically by the remotely located meter 
registers right after each truck compartment 
is filled. 

Tax savings, too, are made possible since 
these printed records are acceptable to justify 
transfer losses. 

The Rockwell system of remote registra- 
tion and control is in active use at many 
terminals. We suggest you check the practical 
experience of those using them. Write us for 
details. Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. 


ROTOCYCLE MEZEx SYSTEMS 


ROGKWELL@ 





OF REMOTE REGISTRATION 


Control Over Every Load 
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five centrifugal pumps that prime 
move SHELL products for QUALITY OIL 


35,000,000 gallons of products 
have been moved by these model 
03C-B pumps since’ their instal- 
lation in 1953. And, says Mr. 
Charles P. Gaskins, vice presi- 
dent, Quality Oil Company, 
Greenville, N. C., ““The job has 
been accomplished with no 
mechanical failure. Since the pur- 
chase of these units, we have 
purchased and installed like 
equipment in other terminals 


100 


and in each case we have realized 
excellent service.” 


Ask your Gorman-Rupp Distrib- 
utor about the exclusive features 
of the ‘‘O’’ Series Pumps— 
centrifugal pumps that prime. 


Safer—no check valve, and thus 
freedom from high pressure and 
heat expansion. More efficient— 
straight-in suction removes 
entrance restrictions, increases 
pumping lift. 


THE GORMAN-RUPP COMPANY 


305 BOWMAN STREET 


MANSFIELD, OHIO 


Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 
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Bulk Plants and Terminals 
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Simplified piping at a 100,000-gal. plant is the key to... 


New Layout for Faster Loading 


Using bigger pipe—and less of it than before—this jobber is boosting his 
truck loading speeds sharply. And he looks for fast return on investment 


IKE TO CUT almost 50% off loading time on 

No. 2 heating oil retail trucks? At an outlay 

of about $1,300? And get payout in a few months? 

That’s exactly what jobber Burt Stevens has 

done at his bulk plant in Waterbury, Conn. He 

brought loading speeds up from 175 gpm to 300 
by rearranging a cluttered, aging plant. 

Stevens is top man at F. & S. Oil Co., an Esso 
Standard heating oil jobbership. He invested 
$1,305 to rearrange his plant, figures that in five 
months of a good season he’ll gain $1,456 worth 
of truck and driver time. 

In addition, he’ll have a plant that’s easier to 
keep filled (transport unloading speeds are up, 
too). And easier to maintain. By scrapping most 
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of his piping footage, Stevens got rid of a gaggle 
of pipes and valves, as well as two manifolds. 
Sound interesting? Here’s how Stevens did it. 


How the Plant Was Rearranged 


“We had pipe running all over the place,” 
Stevens says. In modernizing his plant, he took 
five primary steps: 

1 Junked his 2.5-in.-diameter multi-pipe un- 
loading and loading layout. It was replaced with 
a 4-in.-diameter one-pipe system connecting his 
five 20,000-gal. oil storage tanks—in effect mani- 
folding his tanks—and short, separate 4-in. and 
6-in.-diameter unloading and loading lines hook- 
ing into the one-pipe tank manifold. (Continued) 








Bulk Plants and Terminals 





Stevens: “We used to have pipe running out of our ears” 


(Begins on page 101) 

2 Got rid of separate manifolds at unloading 
and loading spots. 

3 Tore down an old pump house. 

4 Replaced a 30-year-old unloading pump with 
a modern unit, and installed a larger impeller on 
his 15-year-old loading pump. 

5 Eliminated gaging all tanks by putting in a 
remote tape-reading gage at one tank. 

In using the one-pipe idea, Stevens got rid of 
about 85% of his piping footage. He now has 
about 150 feet of piping in a plant where there 
used to be 1,000. New lines run more directly 
from transport to storage and from storage to 
loading rack. 

In the old layout, separate lines ran from the 
unloading manifold into each tank. Separate lines 
from the other end of each tank went to the mani- 
fold connected to the loading pump, but only one 
tank was connected directly with the loading pump 
and the loading arm. “We had to pump product 
from the other four tanks through the manifold 
and back into the primary storage tank before 
we could load it into the trucks,” Stevens says. 

This feature of the old plant increased the 
length of pipe runs. The loading pump was at a 
front corner of the bulk plant. Lines to it came 
from the rear of the tanks. To reach the pump, 
lines were laid along two sides of the plant area. 

By using a single unloading line and a separate 
loading line and hooking them both into his one- 
pipe tank manifold, Stevens has no further need 
for separate manifolds at both unloading and load- 
ing spots. 

And by moving his pumps near the source of 
supply (closer to his transports in one case, and 
closer to his storage in another) to prevent 
starving them, Stevens could raze his pump house. 

On his unloading line, Stevens replaced a 30- 
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year-old gear-drive pump with a direct-drive Mar- 
low 32 HELP-13 unit, and put in a 10-hp Con- 
tinental Electric Co. motor to turn it over. To 
upgrade his loading speed, Stevens got a bigger 
impeller for his Ingersoll-Rand 2RV5 pump. 
Motive power remains a Westinghouse Type CS 
induction motor. And he replaced a 2.5-in. load- 
ing arm with a 4-in. OPW arm with sliding sleeve, 

Tanks are all the same capacity and all show 
the same level of product through the one-pipe 
manifold. This enables Stevens to get a quick 
glance at his inventory through a Moormann 
Bros. tape gage installed at one tank. 


Stacking Up Cost With Payout 


Here’s how Stevens breaks down his $1,305 
investment in rearranging his plant: 
$650 for a new unloading pump and motor. 
$280 for a new loading arm. 
$200 for new pipe. 
$90 for a remote gage. 
$65 for a new impeller for the loading pump. 

Most of the labor came from Stevens’s own 
crew during free company time. An outside welder 
cost F. & S. $30. 

“We'll save about 7 minutes loading our 2,500- 
gal. retail trucks,” he says. These trucks pull about 
12 loads a day from the plant for 26 working 
days a month. Over a period of 5 months, that’s 
a total of 1,560 loads. Include the time saved 
per load, and you have a total of 182 hours 
saved over the 5-month period. “I figure my truck 
and driver time at $8 an hour,” Steven adds. So to- 
tal savings for 182 hours comes to $1,456. 

Stevens counts on saving truck and driver time 
in transport unloading, too. His new pump will 
unload his 6,200-gal. transport at about 400 gpm, 
or in 15 minutes. The old pump had a capacity 
of 125 gpm, unloading the transport in about 50 
minutes. That’s roughly 30 minutes saved per 
load, or $4. 

Each of the two shifts of drivers on hauling 
can be counted on to bring three loads per shift 
into the plant from F. & S. Oil’s pick-up point 
in New Haven. Total time saved per day is 3 
hours, or $12. 

“We'll save in other ways, too,” Stevens says. 
With trucks loading faster and staying on routes 
longer, F. & S. Oil can handle more customers 
with the same number of trucks and drivers. New 
business can be handled without extra outlay for 
equipment. 

“We have less plant maintenance to worry about, 
too,” Stevens adds. There’s much less pipe to in- 
spect and maintain, and fewer places in the sys- 
tem that can leak. 

Tank gaging is no longer a time-consuming job. 
One look at the tape tells Stevens how much 
product he has on hand in all tanks. And gaging 
tanks is safer now, because climbing stairs to get 
to the top of tanks is out. ® 


NATIONAL PETROLEUM NEWS °* February, 1960 





PE-239 


> Op Dn P. < On : @ Ds & 


The newest and most practical design 
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RED JACKET 7 


petroieum 
pumping 
equipment 


of Petroleum Pumps 


Red Jacket “IN-LINE” Pumps have both the 
pump and motor right in the piping to simplify 
installation and cut maintenance costs, as well as 
save space. They increase loading rate for both 
new and existing installations. 

*“*IN-LINE” pumps simplify installation—no 
expensive concrete base is required, they install 
vertically or horizontally to easily adapt to special 
situations, no pump house is needed to protect 
them from the weather, and they require a min- 
imum of unions, ells, valves and nipples. Once in- 
stalled, they require practically no maintenance 
because the pump and motor are lubricated by 


ei 


Robert B 


ak oa a 


oY ge eee Reet ra a 
. Cox, 12133 Coyle Ave., Detroit 


27, Mich. R. M. “Mac” Crowder, 


the petroleum pumped and there’s no flexible 
coupling or shaft seal to require servicing. Pump 
and motor are also protected should a tank run 
dry—when there is no product to pump, the motor 
stops automatically. All models are listed by Under- 
writers’ Laboratories, Inc. under their re-examina- 
tion service. 

Five models of ‘“‘IN-LINE” pumps include 1, 
1%, 2, 3 and 5 HP sizes with capacities from 70 
to 260 gallons per minute. Get complete informa- 
tion on the model that fits your needs best— 
contact your nearest Red Jacket Representative 
or write directly to the factory. 


cleat ice a 


5719 W. Hanover St., Dallas, Tex. 


Henry D. Fairlie, 15 West 44th Street, New York 36, N. Y. R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Mo. 


Joe R. Mooney, 2704 St. Claude Ave., P.0. Box 3294, New Orleans 17, La. 
R A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, Calif. 
Gardner Udell, 3820 N. College Ave., Indianapolis 5, Ind. 


. E. Sanderson, 221 11th St., Sam Francisco 3, Calif. 
A. L. Sobey, 624 So. Michgan Ave., Chicago 5, Ill. 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. 


John F. Young, 235-37 Spahr St., Pittsburgh 32, Penna. 


E. P. “Ted” Muller, 1306 E. 17th Ave., Denver 18, Colo. 


C. E. “Red’’ Weaver, 4223 Cincinnati-Brookville Road, Hamilton, 0. 


E. “Al” Zahl, 1516 So. 5th St., Minneapolis, Minn. 


Ken Dickinson, 230 Aurora Ave., Seattle, Wash. 


RED JACKET MANUFACTURING COMPANY 


Petroleum Equipment Division » Box 270, Davenport, lowa 
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HERE'S ONE JOBBER’S GRADING SYSTEM 


Qualification Requirements 


Basic hourly 
wage rate 





—CLASS A 


Know all types of domestic heating systems 

Know how to service all types of oil burners 

Know how to field-service motors, pumps, controls 
Know how to check all burner electrical circuits 
Know how to inspect new burner installations 
Must take CO., smoke, temperature and draft tests 
Know why these tests are important 

Do service and overhaul work quickly, efficiently 
Be equipped and ready to handle night calls 

Must attend schools selected by company 

Must be cheerful, pleasant, neat in appearance 


—CLASS B 





Lacks one or more requirement for A rating 
Must perform all work asked of Class C men 





—=CLASS C 


Can overhaul burner according to company specifications 
Must know how to install oil burners 
Must know how to take burner efficiency tests 





How to Grade Your Service Men 


G RADING sets up ground rules for everybody. 


When you peg salary to training and ability, 
your men know what you expect of them, know 
they can make more if they meet certain standards, 
and know what will happen if they get sloppy. 

To a private-brand heating oil jobber in Cam- 
bridge, Mass., grading is “the only fair and equita- 
ble approach” to personnel development. He’s Bob 
Fawcett, whose Fawcett & Son Co. serves 4,000 
accounts in the Greater Boston area. 

Fawcett has been using the grading method for 
three years, with good results for his crew, his 
company (see panel on opposite page) and his 
accounts. Here’s how his system works. 

Basic Setup—Shown in the table above are 
Fawcett’s qualification requirements for his three 
grades of proficiency (A, B and C) along with 
hourly wage rates. 

Added to this is an incentive plan that lets 
Fawcett’s burner crew earn more than their hourly 
wage rates. Incentive pay is keyed to a burner 
mechanic’s grade: 

@ Grade A men earn $4.70 per summer clean- 
out, $2.70 per day service call, $3.20 per night 
service call. 

e Grade B men earn $4.55 per summer clean- 
out, $2.60 per day service call, $3.10 per night 
service call. 

@ Grade C men earn $4.30 per summer clean- 
out, $2.50 per day service call, $3.00 per night 
service call. 

Fawcett has ten burner men at present. Nine 


are graded as A men; one is a B man. When 
Fawcett set up the grading plan, he had three A 
men, five B men and one C man. 

“When we went into service years ago,” says 
Fawcett, “we had only two men with previous 
burner experience. The rest were upgraded drivers 
and a few who had gone to trade school.” 

Upgrading—Fawcett makes it easy for burner 
men to earn top grades by sending them to burner 
service school. 

“We want our men to attend these schools,” 
Fawcett says, “because we find that unless school- 
ing is on a continued basis, the quality of work 
begins to suffer.” 

As a result, Fawcett is more than willing to 
pay the $20 fee for any man attending the annual 
Oil-Heat Institute of New England burner school. 
But for this money Fawcett expects each man to 
complete the course by personal attendance. 


Fawcett also runs his own school, usually in 
spring when service calls slacken. Men are brought 
in on company time to hear factory equipment and 
accessory men talk. They discuss new develop- 
ments of interest to the burner crew, tell them 
what new service angles they should watch for. 


Company schools last from four to six weeks 
on a one-day-per-week basis, with sessions run- 
ning two or three hours. Fawcett doesn’t slight 
the OHI courses, but thinks his men learn more 
at the company school. 

“Classes are smaller, three or four men at the 
most,” he says. “And we find the men in these 
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HOW GRADING HELPS A JOBBER FIVE WAYS 


HERE ARE FIVE big results that 
jobber Bob Fawcett (right) figures 
he gets from grading his service men: 


1 SELF-PRESERVATION. “With 
natural gas at our throats,” says 
Fawcett, “we must build a reputa- 
tion on super service. Without it we 
are doomed. Our men must know 
that their very jobs, as well as our 
own, depend on their ability and 
good will.” 


2 TESTED MANPOWER. If Faw- 
cett needs to add to his burner staff, 
he can take a driver, send him to 
school, and let him work his way up 
through the grading system. “That 
way,” he says, “we know the men we 
are getting.” 


3 NO SALARY QUESTIONS. 
Men know where they stand in re- 
spect to pay—it’s based on ability. If 
they want more, they know what they 
have to do to get it. “It’s the only 
fair and equitable way to handle such 
a situation,” says Fawcett. 


4 BETTER WORK. “The grading 
system has improved the ability of 
our men,” says Fawcett. “An A man 
going on a call is apt to fix the burner 
correctly on the first try.” 


5 MORE WORK. A fully trained 
burner man knows what he’s doing, 
can handle more jobs per day. Says 
Fawcett, “We've moved up on the 
number of accounts on service con- 
tracts, but haven’t had to add any 
new service men.” 








smaller groups are inclined to ask more questions 
if they don’t understand a particular point.” 

OHI courses take a broad-gage look at develop- 
ments, while the company school is aimed at solv- 
ing specific problems that burner men come up 
against. 

Downgrading—Fawcett’s grading system is not 
a one-way street on the up side. Men can be—and 
often are—downgraded for several reasons, all of 
which are spelled out in the company’s grading 
policy. 

Failure to complete an OHI course by personal 
attendance is one way to automatic loss of grade 
and, with it, loss of the higher base pay and 
higher incentive pay. The $20 tuition fee is also 
deducted from the man’s pay. 


Company policy keeps a man in the lower grade 
for three months. “This applies even when a 
burner man who dropped out of the OHI school 
completes his course by mail one week later,” 
says Fawcett. 

At the end of three months, a man’s case is re- 
viewed by the burner service manager, the com- 
pany’s general manager and by Fawcett as a com- 
mittee. If facts warrant such action, the man is 
restored to his former grade and rate of pay. “But 
we’ve had a few cases in the past where men 
were downgraded for more than three months,” 
Fawcett says. The company attitude is that if men 
want top pay, they have to show they are ready 
to earn it by meeting all requirements. 

Failure to make required burner tests, wearing 
dirty uniforms, unshaven appearance, dirty serv- 
ice cars, and repeated late-for-work appearances 
are other reasons for downgrading. 


Fawcett makes CO2, smoke, temperature and 
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draft-testing equipment available to his men, and 
he wants to make sure men use them to adjust 
burners properly. Spot checks are made at inter- 
vals by the burner service manager. If any one of 
the tests are missed, Fawcett wants to know the 
reason why. 


Since Fawcett shares uniform supply and clean- 
ing costs with burner men, he wants to make sure 
the uniforms are worn. Fawcett wants men to look 
neat generally, and that’s why personal appearance 
and clean service cars are stressed. 


Downgrading is handled on a personal basis, 
strictly between the man and the company. Noth- 
ing is posted on the company bulletin board and 
no permanent records are kept. In many cases, 
such as failure to complete special courses and to 
make the full and complete set of burner tests, 
downgrading goes into effect at once. In other 
cases, such as dirty uniforms, dirty service cars 
and reporting late for work too many times, men 
are warned and given time to get on the beam. If 
their faults aren’t corrected, they are called in to 
be told they are being downgraded, and given 
the reasons why. 


Behind the Idea—Fawcett got the idea of grad- 
ing his burner men after he was placed on a job 
classification committee for town employes in his 
home area of Lexington. 


“It was obvious,” he says, “that to give town 
workers a fair deal on compensation, we should 
classify them on their ability, rather than pay or 
promote them on the way they dressed or on the 
basis of whom they knew.” If the plan worked 
for town employes, thought Fawcett, why not sét 
up a similar arrangement for burner men? So he 
did. a 
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mydra Clean 


POWER WASH 


Washes cars really clean in 10 min- 
utes or less. Material cost is extremely 
low. Operator’s work is far easier 
than with conventional methods. 


Washes lifts, stalls and lube equip- 


ment, Makes tune-up and mainte- ' 


nence a faster, easier and a more 
profitable task. 


... yet it costs you far less than expensive 
and bulky, single-purpose washing equipment! 


No longer do you need special training, special wiring or expensive equip- 
ment to get your share of high-profit car wash business! Amazing new 
Graco Hydra-Clean not only washes cars fast but does many other jobs as 


well. And . . . cost is so low that even if washing cars were all it could do, 
Hydra-Clean would still be your best car wash buy! 


Cleans motors in another quick 10 
minutes. Watch the extra dollars roll 
in once you offer combination car- 
and-motor washes! 


Spic-and-span drives and pumps 
help attract customers. Hydra-Clean 
loosens and flushes all unwanted 
materials away. 


Check into this complete, low-cost Hydra-Clean package 
. . . choose either standard-duty ‘‘200’’ or heavy-duty 
**500”’. Both include a famous Graco non-corrosive 


SEE PHONE BOOK YELLOW PAGES “LUBRICATING EQUIPMENT” 
OR PHONE YOUR NEAREST FACTORY BRANCH 
@ DETROIT 
TRinity 3-6900 
® HOUSTON 
CApitol 7-1771 


@ NEW YORK 
RAvenwood 6-7620 

@ PHILADELPHIA 
CEnter 6-2722 


@® ATLANTA 
TRinity 6-6374 


MArket 1-5941 


@® WASHINGTON, D. C. 
WOodley 6-7686 

® SAN FRANCISCO ® CHICAGO 

WaAbash 2-0290 


Grit and grime literaily float away 
from tractor bodies with Graco 
Hydra-Clean at work. Note the 
easy, one-man operation! 


Keeps station bright and clean, up- 
grades appeorance. Cleans win- 
dows and woodwork, even smallest 
cracks and crevices. 


Caked wheel dirt disappears under 
high pressure Hydra-Clean spray. It's 
fine, too, for fast and easy cleaning 
of truck interiors. 


Even keeps rest rooms sanitary and 
spotless... another Hydra-Clean 
extra! Just try to do that with a high- 
cost, stationary car wash installation! 


air-powered pump and a starter package of GRACO 
“Dirt-Tergent”’ Cleaner.Write for free illustrated Hydra- 
Clean brochure or see your Automotive Wholesaler! 


GRACO 


GRAY COMPANY, INC. 


232 Graco Square 


Minneapolis 13, Minn./ Phone FEderal 6-9331 
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Fuel Oil 


A JOBBER BILL ALLMAN: He did away 
| with conventional filing, finds . . . 


NEW FILING SYSTEM is easier to use, ends 
confusion over similar surnames 


How to Facelift Your Files 


For next to nothing, you can come up with a different kind of filing 
system that should save you time and better your customer relations 


oF T’S THE SIMPLEST oOffice-rou- 
tine improvement a_heating- 
oil man can make,” says a jobber 
who’s using it. “But it’s the hardest 
to sell because oil men and clerks 
are creatures of habit. They think 
you're trying to foul ’em up.” 

No new equipment is needed. All 
it takes is a set of cards. The trick? 
Filing accounts alphabetically by 
Street names, instead of by surname. 

The jobber who’s using it—Bill All- 
man, vice president of Dalton Oil Co., 
Gary, Ind.—warns you'll get office re- 
sistance when you change your filing 
system. For a couple of months, any- 
way. After that, Allman says, “they 
won't go near the old system.” 

Basically, all you do is refile alpha- 
betically by streets, then add house 
numbers in numerical order. The ben- 
efits? You'll save time locating the 
right card the first time, says Allman 
—and improve customer relations. 
Here’s how. 


Dalton’s System 


Allman’s filing system works this 
way: 
Ledgers, degree-day cards, Address- 


ograph plates, service cards and serv- 
ice contract files are set up in street- 
address order. So is the new-prospect 
file. Dalton uses a street-address tele- 
phone directory (available at extra 
cost) to check one against the other 
quickly and easily. 

Only a master file and a transfer 
file (inactive accounts) are set up by 
surname. The master file, rarely used, 
serves to identify an account when 
a check without an address comes in. 
The transfer file is used for passing 
on credit data. 

To be sure that credit data on the 
right party goes out, the account-card 
file is keyed to the transfer file. Any 
account card at an address formerly 
served by Dalton has a pre-printed 
block with the words “transferred 
from,” followed by the typewritten 
name of the now-inactive account. 
Clerks check the account card first 
(by street address) to double-check the 
name, then pull the correct card from 
the inactive file. 

A few active accounts—less than 
1% of Dalton’s total—can’t be filed 
by street address. These are accounts 
on R.F.D. routes, and they are filed 
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alphabetically under miscellaneous. 
Because the number of such accounts 
is small, there’s no trick to remem- 
bering who’s who in the rural areas. 


How It Solves Problems 


A surname file brings too many 
thought process into play to find a 
single card, Allman says. “An account 
with a hard-to-spell name calls about 
her statement. The clerk asks her 
to spell it. She writes it down. That 
takes time. Then the clerk gets to the 
first letter of the name in the file and 
virtually spells the name out going 
through the cards until she finds the 
card.” 

And if you have more than one 
account with the same name, you're 
still not sure. Your clerk has to check 
the address to be certain. 

A street-house number file avoids 
this work. “All we want is the per- 
son’s address,” Allman says. We 
don’t embarrass a good account by 
asking her to spell her name.” 

Dalton’s clerks never ask an ac- 
count to spell the name. “It’s bad 
business, poor customer relations. It 
gets accounts thinking that something 
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H1...l'm back 


SURE... had 
a heart attack’ 


Jack Morgan, oil worker, is 
one of thousands back at work 
after a heart attack. 


New drugs, new treatment, 
the latest knowledge devel- 
oped through heart research 
helped pull them through. 


You don’t have to have 
heart disease to appreciate 
the story of Jack Morgan 
and the value of research 
supported by the Heart 
Fund. Whatever your job, 
your life depends on your 
heart. Whatever protects 
your heart is a sound invest- 
ment in your future. 


HEART 
DISEASE ¢ 


Fuel Oil 


is wrong with your office. We should 
know how to spell any name if the 
account has been with us for any per- 
iod,” Allman says. 

An account phoning Dalton is called 
by her name, with the clerk asking, 
“And where do you live?” With that 
clue, the clerk pulls the right card 
the first time. 

“This way,” Allman says, “clerks 
only have 10 digits to go through, 
not 26 letters.” 

With a surname file, you have your 
hands full of sound-alike, spelled-dif- 
ferently names (Cain, Kane, Keane). 
Add identical or similar first names 
or initials, Allman says, and you're 
wasting too much time to get the 
right card. You're also leaving your- 
self open to other errors, such as 
crediting payment to the wrong ac- 
count or sending a delinquent note 
to the wrong account. 

Allman doesn’t care how many 


sound-alike names he has, or what 
the initials are, because the street ad- 
dress and house number are the keys. 
“We don’t have to ask Mrs. Smith 
which Mrs. Smith she is. We know 
because we’ve asked for her address,” 
Allman says. Clerks double-check 
names by saying, “Yes, Mrs. : 
can we help you?” 

Street address files speed phone or- 
ders. “Often,” Allman says, “names 
are misspelled or aren’t gotten the 
first time. We don’t worry about it 
because it’s the address we want.” 

Street file pays off in another way. 
If an account at a given address moves 
and Dalton signs up the new occupant 
at any later date, all the necessary in- 
formation is at hand. There’s no need 
to send a man to check the type of 
heating equipment, tank size, fillpipe 
location—or to rack brains trying to 
remember who used to live at the ad- 
dress. 5 








Memos for Fuel-Oil Men .. . 
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>If your burner servicemen pass 
an examination set up by Oil-Heat 
Institute of America, you'll get a 
wall plaque (top) to display in 
your office. Your mechanics will 
receive wallet cards and lapel pins 
(bottom) to certify that they are 
top-notch men who know their 
business. 


>All is not serene in the gas camp. 
LP-gas jobbers claim utility expan- 
sion into the area “beyond the gas 
mains” is cutting LP-gas revenue 
by $13.9-million yearly and adds 
up to a potential loss of 3-million 
accounts. 








>Oil-Heat Institute of America 
has its certified burner techni- 
cian’s examination program un- 
der way. The first company to 
display the OHI-certified burner 
technician’s label is Valley Oil 
Co., Middletown, Conn. This 
means most of its burner crew 
are top-notch burner men. 


> Oil-Heat Institute of Long Is- 
land has developed a handy four- 
page fact-filled pamphlet for new 
residents of the area. It gives 
newcomers an idea of where they 
are located in relation to the rest 
of the island, and what’s involved 
in commuting time and cost to 
New York City—plus data on tax 
rates, schools, churches, movies, 
beaches, golf clubs and yacht 
clubs. 


National Fuel Oil Council has 
revised its procedure somewhat 
with regard to local oil-heat pro- 
motion campaigns. This year lo- 
cal promotion funds will be com- 
ing from NFOC on a quarterly 
basis, instead of each half-year. 
And NFOC will match funds on 
the basis of cash received by local 
units, not cash and _ pledges. 
Matching funds from refiners 
will be at least one-third more 
than the $1-million in matching 
funds last year. 
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PLEASE TURN PAGE FOR COMPLETE DETAILS 





(please print) 
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City Zone State 


Here is another member of my organization who would also like a copy 
REVERE ELECTRIC MFG. GO. \ of your new catalog: 


7420 Lehigh Avenue N Positi 





Chicago 468, lilinoils 





New Revere catalog is your complete guide 
to modern service station lighting 





Helps you plan better lighting Shows latest trends with 
photos and diagrams of actual installations — tells you how 
to select and make the most efficient use of Revere lighting 
components. Application studies show how dramatic, efficient 
Revere lighting attracts customers, makes it easier to service 
cars, and results in higher gallonage and increased sales of 
oil, batteries and accessories. 


Easy to use This catalog has all information sensibly orga- 
nized and clearly presented for fast, easy reference. It shows 
Revere’s complete line, with photos, drawings, specifications 
and all other information to make it easy for you to select 
equipment exactly suited to your needs and budget. 





Saves you time and money The new Revere catalog lets 
you select all your outdoor lighting from one source. This 
comprehensive lighting manual shows the most modern equip- 
ment you can buy, with lighting components that are matched 
for fast, easy installation, greater lighting efficiency, and at- 
tractive, unified appearance. Revere engineered design means 
easier, more economical servicing and maintenance, too. 


Contains 56 pages °* hundreds of photos and drawings 


Your new Revere catalog is the most up-to-date handbook of 
service station lighting available. Here are some of the topics 
covered: 


Trends in Service Station Lighting 
Floodlights Island Lights 
Cluster lights Poles Accessories 
Sign and Wall lights 


BUSINESS REPLY CARD 


Postage will be paid by: 


REVERE 
UGHTING 
CATALOG 


REVERE ELECTRIC MFG. CO. 
7420 Lehigh Avenue 
Chicago 468, lilinois 
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How to Pick Your Premiums 


Consumers will grab at almost anything, but YOU may get burned. There's 
a time and a place for every premium, and here's how to figure them out 


ON’T TAKE ANY WOODEN NICKELS, they used 

to say, but times have changed. A Los 
Angeles Mobil dealer found 500 drivers willing 
to reach for wooden nickels as premiums— 
proof that today’s consumer goes for just about 
anything as a giveaway. 

Marketers all over the country are finding 
that drivers will put out their paws for glasses, 
calypso hats, rose bushes, blankets, silk stock- 
ings, steak knives, cameras, potatoes, toy 
trucks, dinosaur hunting licenses, lollipops, 
aspirin, car keys, records, balloons, ice cream, 
ballpoint pens—anything. 

But what do you and your dealers get out 
of it? 
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Do premiums build business or are they just 
an expensive competitive gimmick? 


Most marketers agree that premiums are here 
to stay, although some wince when they agree. 
Generally they find that premiums, used proper- 
ly, can be an extremely useful tool. 


Many marketers think the premium is bulk- 
ing too large in today’s merchandising picture, 
however. One veteran oil man compares the 
situation to the time when movie houses gave 
out dishes. “It got so the people went to the 
theater that offered the dishes they wanted. They 
didn’t give a damn what the movie was. The 
dishes were the thing.” (Continued on next page) 





Merchandising 





(Begins on page I11) 


Another compares the growth of premiums to 
that of signs. Station A puts up a two-foot sign. 
Then station B puts up a four-foot sign. A puts up 
a bigger one. B retaliates, and so on. “Soon the 
signs are so big that people can’t read them and 
wouldn’t bother if they could.” 

Says E. J. Langham, general manager of Sun 
Oil’s motor products department: “The more sta- 
tions that offer premiums, the more the market is 
saturated. Too many premiums nullify the premium 
as an effective tool. But if Macy’s runs a sale on 
nightgowns, Gimbel’s has to.” 

And Cities Service advertising and promotion 
manager Ray Keck says: “The more companies 
that use the premium, the more the individual 
effect is modified . . . it becomes a trading-stamp 
activity. I see a trend in the industry away from 
the indiscriminate use of premiums.” 


Too many stations offering premiums 
can saturate a market 


American Oil is one of the first majors to indi- 
cate that it is pulling in its horns on what may be 
a runaway trend in premiums. 

Last year company campaigns called for distribu- 
tion of varied items ranging from beachballs to 
rain caps. This year Amoco will cut out all but 
one special company giveaway. 

Says merchandising director A. J. Trombetta, 
“The multitude of giveaways had become impos- 
sible. These general promotions are meant to bring 
in new business. We found there were many areas 
where they just weren’t needed—just as there were 
areas that needed more concentrated promotion. 
And there was an economic factor to consider. 

“Dealers who want giveaways in 1960 can still 
use them, of course, but it will be optional. There 
will be only one company-wide giveaway in the 
Spring, a 50-star flag.” 

Most marketers agree with Keck, and Trombetta, 
though some are not optimistic about the industry 
moving into more responsible use of premiums. 
Some feel that premiums, like large signs, are here 
to stay. They feel that the bést bet is to learn to 
live with the problem—just as they have learned 
to live with big signs, trading: stamps and sporadic 
price wars in certain areas. © 

Marketers can console themselves with the fact 
that the oil industry is not the only one where 
premiums have become a competitive essential. 
The oil industry is only one of many which spent 
over $225-billion on premiums in 1959. In the 
past five years the amount of money spent on 
premiums has doubled, reflecting a general trend 
in all industries. 








Station openings are the primary use for premiums 


How Can You Use Premiums Effectively? 


This is a critical question. It’s difficult to gauge 
the effect of a premium promotion, just as it is to 
measure any advertising or promotional campaign’s 
results. 

There are five general areas where the premium 
is being used: 

1. New service station openings; 

2. To push a special or big-ticket sale; 

3. To increase gallonage; 

4. To boost business in a station that is failing; 

5. As a defensive measure in an area where 
competition uses it. 

Few oil men quarrel with the first use. The 
premiums in this area are generally the least ex- 
pensive. Balloons, beverages, free ice cream, or a 
small gadget of some kind help bring the driver in. 
He’s usually curious anyway. A token gift with the 
dealer’s name on it helps him remember. Some oil 
men don’t even regard this type of promotion as a 
real premium deal. They feel the driver has come 
to expect a premium at a station opening. 

The second area of use is the key one. The 
dealer’s emphasis is on the big-ticket sale. This 
can mark the difference between a successful and 
an unsuccessful station. 

A typical deal is that described by Bill Sutton 
of Shell Oil’s retail department: “We used a blanket 
as a premium to be given to every customer who 
came into the Chicago stations for a fall change- 
over,” says Sutton. “The dealer listed a series of 
services for $9.95, but we found that the average 
customer ran up a ticket of $16 or $17. The dealer 
paid a little over $2 for the blanket. The difference 
between that and the ticket was his net profit. 

“We disposed of over 31,000 blankets in 1958, 
the same the following year.” 

More and more oil companies are concentrating 
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The real cash-in comes with use on big-ticket sales 
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on tying a good, “interesting” premium in with 
their big-ticket deals. It may often be the clincher 
on which a customer selects a station for his lube 
or brake work. 

The area of premium use—to increase gallonage 
—is third one where competition really gets 
sharp. The usual practice is to give a premium with 
a ten-gallon purchase. Sometimes the customer 
simply drives in and gets the premium with no 
strings attached. 

The emphasis is on traffic—get the driver into 
the station, then he’ll buy something. But marketers 
acknowledge the fact that a one-shot sale is only 
a temporary help. The big idea is to keep them com- 
ing into the station. “The kind of guy who comes 
in just to get something free isn’t the kind of a 
customer you really want, says one merchandising 
man. ““He’ll leave you for a shinier premium or for 
a lower price on gasoline. And premiums can’t 
beat a price cut.” 

Cities Service offers one answer to the problem 
of the one-stop premium-seeker. “Among other ad- 
vantages, our American print series has continuity,” 
says Roy Keck. “The customer comes into the sta- 
tion and picks up a card, fills it out and gives it to 
the dealer. He receives three prints in the mail. The 
second month he fills out another card and gets a 
second set of three prints, completing the series. 

“The prints give us lasting good will along with 
utility value. We have given away prints of antique 
automobiles, steamboats, and locomotives. We plan 
to continue the series because of its success.” 


SEES TUR FOI ET: 
EE A SACK OF POTATOES 
WITH S&S GaLs. oF GAS/ 


Premiums aren’t the answer to revitalizing ‘dog’ stations 


The fourth and fifth areas, grouped together, 
spur some disagreement among marketers. Most 
feel that premiums cannot solve the problem of 
lagging business because they bring in a customer 
group that is not inherently loyal, a group that will 
be lost when the premium bin is empty. Few oil 
men utilize the premium to bring a dog station up 
to par. “It just doesn’t pay,” says one. “It’s like 
throwing good money after bad.” 


How to Pick a Good One 


What’s the best way of selecting a premium? 
Oil marketers tend to generalize on this one. “it 
has to be something the customer can use,” or “It 
has to appeal to the whole family.” 

The premium doesn’t have to be a new or 
original idea. Most oil marketers agree that glass- 
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Glasses have natural continuity as premiums. 
They break 


ware, though done to death, has never waned as a 
premium. (“Women keep breaking ’em. That gives 
you a natural continuity. They always need ’em.”) 

The premium must be promotible, say market- 
ing men like Shell’s Bill Sutton. “We’re not inter- 
ested in just the item but the promotion. I'd rather 
have a mediocre item, well-promoted, than a ‘hot’ 
item without effective promotion.” 

Whether to use a giveaway or a self-liquidator 
is the big question in selecting a premium. The 
trend seems to be toward self-liquidators. They 
offer a bigger value to the customer, and lube or 
are more economical for the dealer. There is 
marked evidence of majors turning more and more 
toward deals where the customer is asked to pay $1 
or even more for premiums advertised as retailing 
for a higher price. Recent examples have included 
Texaco toy trucks, Sinclair records, and a Cities 
Service charcoal grill. 

With the self-liquidator there is generally more 
contact. The dealer doesn’t simply hand over the 
item. The consumer often fills out a card, usually 
receives the item at a second call or by mail. And 
the item is large enough so that the customer may 
feel more obligated to the dealer. 

The self-liquidator has its disadvantages, how- 
ever. It is usually a bulkier item, requiring storage 
facilities at warehouse or station. And it calls for 
a large outlay of cash by the company dealer. 

Giveaways represent a smaller investment on the 
part of the company or dealer, but the expense 
must be written off as a promotional cost. It must 
be covered in the profit from the sale of the item, 
or in the nebulous promise of future sales. But 
most consumers are no longer satisfied with a bal- 
loon or an ice cream cone (except possibly at a 
station opening). 

Sun Oil’s E. J. Langham says, “The day of 
































Too many dealers don’t make full—or any— 
use of premiums 
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Tie-in promotions don’t always work—particularly with bargain-hunting women drivers 


(Begins on page I 1!) 

the free premium is out the window. Now 95% of 
our promotion is self-liquidating. It’s less costly for 
the dealers.” 

Over-all, majors are divided on whether to pay 
for the premiums, split the cost with the dealer, or 
call upon the dealer to pay the whole tab. 

Sun, for example, has the dealer pay all. “If a 
man has his own money in it, he wants a return. 
We do participate on advertising and will help with 
promotion.” 

Another major has the dealer pay part of the 
costs: “We feel dealers should make a contribution. 
We don’t want to say ‘Here’s a free gadget, give it 
away.’” 

Still another: “We pay for the premiums. The 
dealer hasn’t got the money or the moxie to plan 
on a premium use. We plan the deal, give him the 
premiums and then check up to make sure he’s 
distributing them properly.” 

There are two key factors in this situation: (1) 
Hesitancy on the part of most dealers to lay out 
cash for premiums; (2) The widespread problem of 
dealers not utilizing premiums properly (in addition 
to neglecting other merchandising techniques). 
Both problems have been solved by a few com- 
panies with strong follow-through, and by creating 
dealer confidence in the merchandising abilities of 
the home office. 

Another premium problem being resolved today 
is that of company-wide versus area promotion. 
There is an immediate economic dividing line here. 
A company-wide promotion has to be backed up 
strongly with expensive advertising. It also means 
putting a good many eggs in a single basket. “The 
big national marketers can afford to risk a couple 
of months’ budget on a company-wide promotion, 
“says a regional marketer.” And they can also pay 
to manufacture a tailor-made promotion that will 
go over. A good example would be the Sinclair 
‘Shubert Alley’ record or Texaco’s Benny Good- 
man record. Most of us can’t or won’t afford a 
deal that big.” 


Marketers also point out one of the most limiting 
factors of a company-wide promotion. “National 
promotion doesn’t allow specialization for a particu- 
lar area,” says Sutton of Shell. “We know that 
calypso hats are very popular in the South, for ex- 
ample. But they won’t go in other areas. We can 
cash in on specific regional tastes with our area 
promotions.” 

And Ray Keck: “Not all your dealers may be 
interested in a nation-wide promotion. A dealer 
may want to retain an individual approach. He may 
have a sure-fire item just for his area.” 

But the majors are moving closer to a compro- 
mise. The larger companies will stick with big 
market-wide promotions—carefully researched and 


planned to insure maximum interest and appeal. 
Most companies will continue a few large regional 
promotions, backed by small dealer-size promo- 
tions. The individual dealer promotions provide 
both a testing ground and a mine for ideas. 

Tie-in promotions are currently gaining ground 
—and, incidentally, providing a fresh new batch 
of problems. Oil companies are tying in with drive- 
in theaters, tourist agencies, supermarkets, any- 
thing that to a new facet to premium use. Gasoline 
itself is beginning to round into a premium in some 
of these deals. 

The deals can backfire. Take the case of a major 
who worked a tie-in with a local supermarket open- 
ing. The deal was that the new supermarket would 
give all its customers a coupon, redeemable for a 
gallon of gasoline at the local service station. As 
the oil boys saw it, the supermarket customers 
would drive in, buy nine gallons or so and take 
the free one. 

About noon on the day of the supermarket open- 
ing, the local office of the major began to get 
frantic, unintelligible phonecalls from the dealer. 
Responding in a fast car, they found the dealer 
dancing with rage. 

Cars stretched for miles along the highway, as 
one woman after another drove between the pumps, 
held out her coupon, demanded her one free gal- 
lon, got it and drove away. 


When Should You Use a Premium? 
This has one unanimous answer from marketers: 
Use ’em when your neighborhood customers are 

at home. This generally means fall or spring (also 
ideal for seasonal changeovers) and, more specific- 
ally, weekends. The emphasis is on neighborhood 
customers so that a twofold objective can be 
achieved with the gimmick: bring in new custom- 
ers but also keep the old ones interested. 

It’s also important to keep on top of the seasonal 
dates: Christmas, Thanksgiving, Halloween, Easter. 
Says one oil man: “Across the nation promotion 
has become the daily order of business. In every 
community there are events scheduled for every 
month of the year. Aggressive merchants can cash 
in on this.” 

Should you start a promotion when the com- 
peting stations do? No, most oil marketers say. 
Premium promotions rarely (except on the national 
level) make use of teaser campaigns. They break 
fast and hard. By the time you launched your de- 
fensive attack, it would be too late. Better to plan 
a good program of your own with care and detail. 


What's NEW in Premiums? See NPN’s 
new department, starting on page 181. 
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= —‘ THIS IS WHAT HAPPENED WHEN 


All-out motorist promotion by the Frontier Refining Company brings 
in new customers, dramatically increases service station traffic 


























Greeley motorists were made vividly aware of “Moly” 
grease by covered wagon with provocative banners. Wagon 
toured streets day after day, made frequent stops at 
Greeley’s four Frontier stations. 


Typical Frontier station in Greeley is operated by Robert 
Innis at 1028 Ninth Street. Station, in residential district 
off main through highways, depends on repeat business 
of satisfied local residents. 





“MOLY” GREASE HIT GREELEY, COLO. 


TYPICAL STATION MULTIPLIED GREASE SALES 
EIGHT TIMES; GAS SALES UP 10% 


Though abnormally bad spring weather dampened sales 
for most service stations in Greeley, the Frontier Refining 
Company’s outlets showed phenomenal increases. 
Frontier, who recently adopted Molysulfide® chassis 
grease for its service stations, had launched an all-out 
motorist promotion of “Moly” grease to increase service 
Station traffic. 


Results at Bob Innis’ Frontier station in Greeley were 
typical of the response—and further proof that “Moly” 
grease excites the imagination and interest of both motor- 
ists and dealers. Innis reports: 


“T averaged 12 to 15 grease jobs a month before 
Frontier introduced ‘Moly-Lith’ (Frontier’s 
brand name for its ‘Moly’ grease.) After putting 
in ‘Moly-Lith’, my grease sales jumped to 98 
in the first 28 days. I estimate that 35 to 40% 
of these sales were to new customers, and I hon- 
estly believe they were attracted to my station 
from the ‘Moly-Lith’ promotion alone. 


“My gasoline sales increased 10% in spite of 
the bad weather. I can also see an increase in 
my sales of TBA. 


“Frontier ‘Moly-Lith’ grease has put the car on 
the rack, and, by my being able to get under 
the hood, I’m selling more fan belts, batteries, 
universal joints and oil filters.” 


TREND I$ TO “MOLY” GREASE IN STATIONS 


Oil marketers in growing numbers are building service sta- 
tion sales with “Moly” grease. The reason is simple. Its 
advantages are easy to demonstrate, easy to understand— 
and, above all, easy for the customer to experience. Motorists 
come back for it . . . ask for it. . . tell their friends to ask for 
it. And, as Frontier’s experience shows, this increased traffic 
increases sales of everything the station sells. 


Investigate the merchandising potential of “Moly” grease 
for your service stations. Climax Molybdenum Company, a 
Division of American Metal Climax, Inc., 500 Fifth Avenue, 
New York 36, N. Y. 
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organization, advertising department and station operators. L. to R.: 
Dale Wright, Frontier Advertising Director; Bob Innis, local operator; 
Alan Gardner, Frontier’s Manager of Lubricant Sales. 


Special month-long promotion included big newspaper ads (in 
color) twice a week, 12 radio spots a day over two stations. Meet- 
ings were held with groups of truckers and farmers. Posters were 
supplied to stations, as were steering wheel tags to put on cars 
after grease job. 


Write for your copy of “ ‘Moly’ 
Grease Brings More Business to 
Service Stations”. This case 
history tells how another 

major oil company used “Moly” 
grease to promote sales. 


CLIMAX MOLYBDENUM 
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Merchandising 


Travel Service with a Twist 


Standard of Indiana's new tour service helps dealers snare business 
coming and going... by making them local travel experts 


ACH DEALER @ local travel 
expert—that’s the key to 
Standard of Indiana’s “As You 
Travel Ask Us” program. 
Launched last summer in 
Standard’s 15-state Midwest- 
ern marketing area, the cam- 
| paign this year will include 
subsidiaries Amoco and Utoco. 
By year’s end, more than 
half of the 16,000 Standard 
dealers were participating, al- 
most all of them with highway 
or city-route locations. And the idea, originally 
seen as a summer travel promotion, had been 
extended into the winter months. 


AS YOU 
TRAVEL 


ASKUS 











How the Plan Is Different 


At first glance the idea seems similar to the 
road-map or tourist service offered by many oil 
companies (Sinclair, Texaco and others). But let’s 
take a closer look... . 


Say you’re a Chicagoan planning a trip to Weep- 
ing Willow, Wis. You drive into a Standard station, 
get a “trip request card,” fill it out, and mail it. 

The mailman delivers the card to the travel- 
service headquarters in Chicago, where “Tourettes” 
make up a package for you: marked road map, 
motel information, and a notebook for expenses 
and travel data. This is mailed to you at the same 
time that a card is sent to your local dealer, 
briefing him on when you leave and where you're 
going. If your dealer is on the ball, this is his 
chance to start selling you a pretrip safety check. 

Now you’re on your way. Just outside Williwaw, 
en route, you start wondering about a place to eat. 
If you’ve read the literature Standard sent, you 
should be on the lookout for the “As You Travel 
Ask Us” sign. (If you haven’t read the stuff, 
you’ve probably been exposed to the $1.5-million 
promotional campaign.) 

There’s one! You spot the sign and in you go. 
As the attendant fills the tank, he briefs you on 
the nearest eateries, pointing them out on the glass- 
covered map over his “Merchandiser” —a desk 
equipped with road maps, Duncan Hines guides 
(the dealer can also sell you Mr. Hines’s books), 
credit-card applications, and trip request cards. 

Since your older heir seems to be breaking out 
in spots, you ask the dealer where the nearest $5 
doctor is. The dealer tells you how to get there 
on the new highway that’s just opened (it isn’t on 
the map yet). As you pull out, he may even remind 


DEALERS give ‘Merchandiser’ a prominent place on the 
island. Desk includes mounted local map, credit-card 
applications, guides to restaurants, hotels, scenic spots 


you that nearby is the only wombat farm in the 
country. 

Next day, still full of a good dinner, kid cured 
of the spots, still dazed by your visit to the wom- 
bat ranch, you go on your way—to the next Stand- 
ard station (the company hopes). 

The key man in the operation is the dealer. 
It’s up to him to take a look around his locality 
and bone up on what customers may expect him 
to know. Standard uses no formal training pro- 
gram for the dealers. The assumption is that a 
dealer must know his own community. Field sales 
representatives are available to help him with spe- 
cific requests for information, and the regional 
office briefs him on new highway construction. 


How It’s Doing 


Backing up the dealer is the travel center in 
Chicago. Staffed by five uniformed “Tourettes” and 
six part-time girls (in the summer), the center 
handled up to 1,300 request cards daily in the 
peak months last summer. In the winter, the count 
dropped to about 200 cards a day. 

The program was spurred by Standard of In- 
diana’s desire to tie in with the over-all industry 
effort to get people to drive more. Standard reports 
that the idea is proving much more successful than 
a post-World War II program that failed to pay 
off because of poor dealer and consumer orienta- 
tion. & 
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The Tri-Sure Plug is but one integral part of the famous 
Tri-Sure Closure. The Flange, Plug and Tab-Seal® to- 
gether—provide the ultimate in prodiet protection—no 
matter how or where in the world you ship: Wext ime you 
order steel containers, be sure you specify Tri-Sure Closteres. 
And next time you order recondi- 

honed drums, be sure you specify new, 

genuine Tri-Sure Plvgsand Gaskets. Ppa Sigggee 
Ifyou have a particular closure prob —- 

lem, let Tri-Sure engineering help 

you solty it. Call or write... 


AMERICAN FLANGE & MANUFACTURING CO. INC. 
$0 ROCKBRELLER PLAZA, NEW YORK 20, N.Y. + (UCAGO, ML. 4 UNDEN JES. © MILES, OFNO 
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MARKETOR 


SERIES 4800 PUMPS AND PEDESTALS 


forward progress in functionally correct seryice stations 

need not be costly with economical architecture and thrifty 

“Bowser dispensers or remote pedestals. Bowser’smodern 
ling with low silhouette provides tome@rrow’s look” ‘for_ 
/islands in new or modernized locations. Bo. 


Write for facts about Series 4800 Narrator 


BOWSER, ING. 


MARKETING DIVISTON, FORT WAYNE, INDIANA 
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New Ideas In Stations 





LOW SILHOUETTE, subdued design make it easier to sell zoning boards on this station . . . 


Shell Oil's Newest '‘Blend-In’ 


Designed for use in residential areas, this ranch-style station features 


patio, soft lights, brick-and-wood construction and roomy restrooms 


i % AILORING THE STATION to the site is becoming 

a basic precept at Shell Oil (NPN—Jan. ’58, 
p106). The-latest example is a “ranch-type” sta- 
tion designed to blend into slick residential locali- 
ties. 

Three prototypes have been erected: a pilot 
station in California, a smaller one in Alabama, 
and a third in New Orleans (above). Shell regards 
this as the most representative. 


“The new station affords greater flexibility in 
obtaining authorization to build from local zoning 
boards,” says Shell. “It complements today’s slab- 
constructed homes.” 

Old brick, wood, and glass are the materials used. 
in. the New Orleans station, located at Paris Ave. 
and Robert E. Lee Bd. in the city’s Oak Park 
section. A gently sloping roof sparkles with marble 
chips. Wooden sections are painted gray. 

The Shell pylon is present, but has been modi- 
fied. Brick replaces conventional red porcelain. 
The relief trademark is illuminated from within. 
The only other Shell colors appear at the base of 
the salesroom window. 


Glaring lighting has been carefully avoided. 
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Soft, under-the-eave lights illuminate the station 
walls. The ceiling glows with internal lights. Spun- 
aluminum davit poles hold fluorescent lamps to 
illuminate the apron. 

Customer comfort is a prime consideration. A 
covered walk along one side of the salesroom 
leads to extra-large restrooms. A covered patio 
on the far side of the building offers a lounge 
area for customers whose cars are being washed, 
greased, or repaired. 


The New Orleans station has three bays: a 
wash bay with front and back doors for drive- 
through service, a bay with a drive-on grease 
rack, and a bay with a frame contact rack. 

A large parking lot is spotted in the rear of the 
station. ’ 

The station can be enlarged by adding more 
service or wash station bays at the rear of the 
building. 

Shell says the cost of its ranch-style station is 
comparable to that of its Type S10A, Shell’s maxi- 
mum-facility station. The $10A costs from $21,000 
to $24,000, depending on local material and labor 
conditions. 





Now “traveling teachers’ 
can train your dealers 





to lift oil ratios! 


Fram shows station men how an oil 
filter sale can open the door to more 
oil change business! 


Here at right is a complete mobile labora- 
tory — only one of many now visiting oil 
company stations in various sections of the 
country. 


These Fram “schoolrooms on wheels” 
are manned by Fram field engineers who 
demonstrate how and why oil filtration is 
vital to cars. 


This invariably results in a sharp increase 
in the sales ratio of oil-to-gasoline in the com- 
panies that take advantage of this service. 


Sell a motorist on an oil filter replace- 
ment, and you sell an oil change too. And 
you sell him an extra quart for the new filter. 
It’s just that simple. All a dealer needs is a 
little teaching. 


FRAM IS FIRST... 


This Fram training activity is only one of 
a number of important marketing services 
available to your company under the name 
FRAMARKETING*. 

More than 100 Fram field representatives 
are constantly working on special oil com- 
pany filter sales and service assignments .. . 
Fram’s market research people are regularly 
pre-testing practical, unusual promotion 
programs for dealers’ benefit...every min- 
ute each day, Fram’s vigorous advertising 
and publicity are reaching motorists in your 
sales area. 

Call on FRAMARKETING* — to join 
your own sales and training forces—in your 
program to boost oil sales. Oil companies 
who’ve already done this will testify to its 
strong effect on profits. 

For details, phone or write National Ac- 
counts Division, FRAM CORPORATION, 
Providence 16, R. I. GEneva 4-7000. 


* FRAMARKETING. .. the automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 

















“ Humble’ s new credit — works—from point of sale 
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How Humble Is Streamlining Its 


Retail Credit Operations 


A giant of the Southwest greets the Sixties with a redesigned credit card, 
imprinters that record dollar amounts, and a central code-scanning setup 


S THE 1960s get under way, Humble Oil & 

Refining is stepping out with something 
briskly new in its credit department: a retail ac- 
counts receivable system based on optical code- 
scanning. 

Humble’s new system—a significant step to- 
ward completely mechanized credit—is going into 
effect now. There are three major elements: 

e A restyled credit card, being issued to all 
credit customers. 

e “Revolutionary” new imprinters, to be in- 
stalled in all stations, which print the dollar amount 
of each sale. 


@ Optical code-scanners, to be located in the 
central accounting office in Houston. 

Together, these three elements are expected to 
reduce Humble’s manual credit-card accounting 
operations to a minimum. 


How It Pays Off 


Humble expects the new system to save money 
in handling present accounts, and to provide for 
profitable growth of future credit business. But 


the system should do more than solve paperwork 
problems. Humble expects its marketing depart- 
ment to get a big assist from the speed and accu- 
racy with which it will process bills in the future. 


Humble is also pleased with the flexibility of 
the new system. No matter how fast or how ex- 
tensively credit business may grow, the system 
should be able to maintain the same standard of 
customer service. 


How the System Works 


Here’s how the three elements of the new credit 
system operate: 

The Card—Credit customers are being provided 
with new plastic cards embossed with name, ac- 
count number, and a code for. the account number 
(this code is the heart of the system). 


Humble has taken advantage of the changeover 
to redesign its card. “Mr. Happy Motoring”—the 
Standard of Jersey oil-drop character—will domi- 
nate the new card. Humble believes this enhances 
the card’s value as an advertising medium, since 
the accent is now on motorist benefit (happy mo- 
toring) rather than straight identification. 
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to accounting office 


The Imprinter—The “revolutionary” feature of 
the Humble imprinter is its ability to imprint the 
total dollar amount of each sale, with correspond- 
ing codes for each digit. 

Amounts are lever-set and print from five sepa- 
rate wheels. All five wheels always print, recording 
a zero and its code for unneeded capacity. Each 
number is positively identified on a direct-reading 
indicator above each amount column. Variable 
amounts are easily set, and positive detent action 
insures settings. The wheels cannot be set between 
two numbers, and when the head is lowered to 
printing position, a locking bar engages the print 
wheels to further insure perfect alignment of all 
wheels. 

An open-throat design permits easy insertion 
and removal of the credit card and form. A hori- 
zontal motion of the imprinter handle, either to 
the right or left, imprints all the fixed and variable 
information on the form and automatically releases 
the platen carriage to the open position. The 
printing anvil and variable-amount wheels are self- 
adjusting, to provide compensation for various 
thicknesses of credit invoices and for the varying 
condition of credit cards. (Humble says experience 
proves an oil-company credit card is subjected to 
more abuse than any other credit card.) The com- 
pensating feature will allow Humble to get a con- 
sistently good impression regardless of the condi- 
tion of the customer’s card. 

The base of the imprinter has two compartments, 
one in front for blank forms and one on the side, 
which can be locked, for completed invoices. 


Using the new coded credit card, the imprinter 
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will write on a 51-column tabulating card invoice 
the customer’s name and account number, dealer 
identification, date, money amount—and simul- 
taneously encode ‘customer account number and 
total money amount of the sale. 

The Scanner — Primary function of the code 
scanner is to convert the codes imprinted on the 
tabulating card into punched holes in the same 
card, at the rate of 10,000 cards per hour. 
Humble’s scanner will also include an electronic 
accumulator—which adds the money amounts of 
the punched-card invoices simultaneously with 
the punching—to prove recap totals. 


Why code-scanning? Humble says it looked long 
and hard for an accurate and practical system that 
would allow for growth, maintain a high level of 
customer service, and keep costs within reason. 
Optical code-scanning was selected primarily be- 
cause it results in a minimum of rejects. The 
scanning principle accepts cards with a wide vari- 
ety of impression quality, and Humble considers 
this important because original invoices are im- 
printed under a wide variety of station and 
weather conditions. 


Another reason for Humble’s choice is a “read- 
back” technique offered by code-scanning. This 
feature allows the scanned information to be 
stored electronically and then checked for accu- 
racy before it’s punched. This means that if the 
card cannot be accurately punched, it is rejected 
before any wrong holes are punched. 


A third deciding factor is the code-scanner’s 
ultimate capacity for more automatic processing 
than Humble now requires. If needed, a list-printer 





Credit 
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and tabulator may be added to increase the ma- 
chine’s capabilities still further. 


Here’s the Handling Setup 


This is how Humble’s new cards will be proc- 
essed from field to headquarters: 

(1) Both dealer and commission-operated serv- 
ice stations will “batch” their credit invoices in 
groups of 50 or less. Each batch will be totaled 
on adding-machine tape in the station. The station 
manager will imprint a blue summary card, using 
a plastic coded station card in the imprinter space 
normally occupied by the customer’s credit card, 
and using the amount levers to set the batch total. 

(2) Batches will be picked up by the bulk 
plant and forwarded to the central accounting 
office, where a balance or summary amount will 
be established by checking totals of control cards 
against cash and collection reports. 

(3) Accumulated batches—with their control 
cards—for each business day will be sent to the 
code scanner. They will be placed in the scanner’s 
primary hopper, with the control cards following 
each batch. 

The second hopper will hold a green card with 
an “X” or significant punch in an established 
column. 

The scanner will automatically check and punch 
into each detail invoice any lever-set information, 


the customer account number, and the total money 
amount of each sale. At the same time it will 
accumulate the total money amounts of each de- 
tailed invoice. Then, when the control card of each 
batch comes up, the scanner will compare the total 
in the accumulator with the total imprinted on 
the control card. If the totals are in balance, the 
total will be punched in the control card and the 
accumulator cleared for the next batch. 

If the totals do not compare, the blue summary 
card will be passed through without punching, and 
the green, pre-punched “X” out-of-balance card in 
the second hopper will be automatically processed 
and punched with the station account number and 
the amount of money in the accumulator. 


Out-of-balance batches, easily recognized by 
presence of the green card, will be separated. A 
control group will check these batches for errors 
and forward to manual key-punch operators for 
corrections. 


(4) In-balance batches will be accumulated 
until a business day is completed either for com- 
mission-operated or dealer stations. Invoices are 
then sorted by account-number prefix into billing 
cycles. Control cards are automatically dropped 
out at this sorting. 


(5) Cards are next sent to the machine account- 
ing section where billing cycle controls are estab- 
lished. Other routines now in use complete the 
billing operation. a 


NPN Reprints You Can Use In Your Business .. . 


e New Forces in Marketing: How They Affect You— 
A handy 28-page package of three exclusive reports on 
new competitive forces in the ’60s, published in NPN’s 
October, November and December issues. Tells how 
food and discount-house chains are getting into gasoline 
retailing, how to meet them, how to nail down your 
existing markets and build new ones. A must for every 
marketer. 28 pages—$1. Reprint R20 


e Oil’s Role in Modern History—A handsome 22”x 
16%” chart tracing the industry’s development from 
1859 to 1959, along with concurrent events in business, 
war, politics, sports, public affairs. $1. Reprint R16 


e What’s Hot in Oil Heat—An information-packed 
report that brings you up to date on the hottest, most 
successful sales-builders in oil heat today. 16 pages 
—$1. Reprint R17 


e How to Figure Gas vs. Oil Cost—A simple and lucid 
explanation of how to figure whether natural gas or 
oil is cheaper in your area. A vital sales tool. 2 pages 
—25¢. Reprint R15 


e Quick History of Oil Marketing—Indispensable train- 
ing aid for new employes and a valuable refresher for 
old ones. Useful for public relations programs or 
special presentation. Easy to read, lavishly illustrated, 
24 .pages—$1. Reprint R14 


e What New Refining Trends Mean—Invaluable for 
non-technical oil men. Explains terms and processes, 
tells how new developments affect marketing. Another 
key training aid. 12 pages—75¢. Reprint R12 


¢ Tuneup—tTells you how your dealers can build 
profits with tuneup, what equipment they need, what 
it costs, who should and shouldn’t do tuneup. Be sure 
you read this if your dealers are interested in tuneup 
work. 12 pages—75¢. Reprint R11 


e Nine Ways to Outsell Gas Heat—All the ammunition 
heating oil men need to strike back at their toughest 
competitor. 4 pages—25¢. Reprint R10 


e How to Sell Your City Council on a Permit—A step- 
by-step plan showing how to use available local statistics 
to prove stations are safe. 4 pages—25¢. Reprint R9 


e Trading Stamps—How to fight them, how to manage 
them, when dealers should use them. Most comprehen- 
sive study of its kind. 12 pages—75¢. Reprint R6 


e Want Your Salesmen to Move More TBA?—They 
will if they follow this sure-fire four-step program. 6 
pages—S0¢. Reprint R4 


Please order reprints by number. Prices quoted are 
for single copies; quotations for bulk orders avail- 
able on request. Write Reader Service Dept., Na- 
tional Petroleum News, 330 W. 42 St., New York 36. 
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By DONALD MacDONALD 


More compact cars to 
come... few bugs so far 
... $10 antismog device 


>Compact Progress—Ford’s Comet, 
first of the new crop of compact 
cars, will bow in mid-February. To 
be sold by Lincoln-Mercury dealers, 
it’s described as the best-looking com- 
pact to date. 

Power for the two- and four-door 
sedans and station wagons will come 
from an engine identical to that used 
in the Falcon. Interior dimensions 
are the same, too, but the car is on 
a longer, 114-in. wheelbase. It will 
be priced slightly under the basic 
Ford line. 

Pontiac seems to be the maverick 
among the forthcoming Buick-Olds- 
mobile-Pontiac cars. It has settled on 
a 197-cu.-in., in-line, water-cooled, 
OHV four-cylinder engine mounted 
in front at a 45° angle. Basically, it’s 
half of the V-8 block used in the 
standard Pontiac. 

Olds and Buick compacts, of course, 
will use GM’s new aluminum-block 
V-8. All of these cars will share cer- 


tain elements of the Corvair body 
structure, mainly cowl and inner- 
front-door panels. The stretch for 
the longer wheelbase will be obtained 
by elongating the rear-door areas. 

Dodge, meanwhile, is readying a 
114-in. wheelbase, Valiant-based com- 
pact to compete with the B-O-P and 
Comet cars. Ford, on the other hand, 
is rumored to be preparing a “com- 
pact compact” on a 95-in. wheel- 
base. 

All makes will steadily augment 
available body styles throughout 1960. 


>Compact Performance — Early re- 
ports indicate that the 100,000-or-so 
Big Three compact cars now on US. 
highways have developed surprisingly 
few bugs, considering that each of 
these vehicles is all new. 

Drivers are definitely disappointed 
in gas mileage, however. Reason: An 
enthusiastic press, testing prototypes 
under ideal conditions on proving 
grounds, obtained upwards of 40 mpg 
and published these figures without 
enough qualification. But when John 
Doe went out in the traffic light 
sweepstakes he soon noted a more 
realistic 17-18 mpg. 

Falcon service personnel recently 
completed a flying tour of dealers 
and found no chronic complaints, a 
happy situation attributed to the car’s 
inherent simplicity. On the other 
hand, Corvair has experienced car- 
buretor icing problems, forcing it to 
provide a field fix consisting of tubes 
to bring hot air in from the ex- 
haust shroud area. Also, early pro- 
duction idler arms and pulleys had 
too narrow a flange, causing belt 
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YOU CAN NOW AFFORD TO DISCARD YOUR MAKE 


SHIFT LOADING DEVICES. INSTALL 
LONG-LIVED, TOP QUALITY 
DESIGNED TO KEEP LOADING COSTS 
DOWN, DELIVERIES HIGH 
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breakage. A field repair kit for this 
has been rushed to dealers. 

In other areas Corvair has moved 
fast to remedy three deficiencies: lack 
of body styles, austere trim, and 
power shortage. A smart two-door 
coupe bowed at the Chicago auto 
show on Jan 18, giving buyers a 
choice of body styles. These will later 
be augmented by a rear-engined sta- 
tion wagon. To answer criticism of 
austere trim, a package will shortly 
be available to dress up the outside. 
Power shortage should be eliminated 
by an optional kit consisting of a 
high lift cam, stiffer valve springs 
and carburetor calibration items. It 
boosts hp from 80 to 95. 


Smog at bay—The auto industry 
now has a $10 device that will pro- 
vide positive crankcase ventilation 
at all engine speeds and temperatures. 
A pipe containing a ball valve con- 
nects the intake manifold with the 
crankcase breather so that all fumes 
are consumed by the engine. The 
valve merely protects against possible 
backfire. 

California is expected to pass leg- 
islation making installation manda- 
tory on new cars sold in the state 
after Jan. 1, 1961. By that time auto 
makers will be ready to provide the 
item as a regular factory option. 
There is also speculation that the 
legislature may require installation on 
existing cars and trucks. 

While not expected to cure smog, 
controlling crankcase fumes would 
eliminate a major contributing source. 
In any case, the device is the cheap- 
est yet. 


No. 720 
Counter-Balanced unit 
for easy fast service in 
general installations. 


is > 
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For bulk plants where 
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HOTTEST PROFIT TUNE coast-to-coast when it’s 
sung by the GLOBE-UNION “chorus” 


Marketers can service every battery request with 
Globe-Union’s complete size/capacity line. The full 
line offers unlimited sales potential ...as well as the 
opportunity to influence customers and win friends. 

It includes every Globe-pioneered battery develop- 
ment: advanced styling and eye-appealing colors per- 
mit personalized, distinctive trademarks for greater 
merchandising allure; one-piece cover and thin-wall 
plastic case afford almost 100% more resistance to 
impact, plus 21% extra acid capacity; creative pack- 
aging of dry-charged batteries assures swift, safe point- 
of-sale activation with factory-fresh power. For further 


(Ne . details on the talented Globe “chorus,” write today. 
...or by the M.O.S.T. System Quartet 




















Maximum Opportunity for Sales and Turnover! You 
carry only 4 battery sizes, yet serve the needs of all 
customers. The M.O.S.T. system is a fast-pace plan that 
keeps your battery inventory at a minimum. Turnover 
is rapid, inventory investment lower, profit higher. Get 
complete facts and figures on the M.O.S.T. system by 
writing Globe-Union now. Ask for bulletin G-100. 


Trouble-free installation! SURE- » Fast, low-cost delivery from 16 strategically located 
LOK* channels, plus SURE-GRIP* fi . plants (15* producing dry-charged batteries). 
Hold-Downs in battery’s GRIP- ; em 
RIDGE’, fit any M.O.S.T. battery 7 : bi Ee *ATLANTA, GA., *DALLAS, TEX., *EM- 
into any size battery carrier — § PORIA, KAN., *HASTINGS-ON-HUDSON, 
solidly, rigidly. This unique design 6.¥., “HOUSTON, TEY., *LOS ANGELES, 
is far- superior to original equip- CALIF., *LOUISVILLE, KY., *MEDFORD, 

$e : MASS., *MEMPHIS, TENN., *MILWAU- 
ment. And unitized-cover cases give KEE, WIS., *MINERAL RIDGE, OHIO, 
broader power range. Fe OREGON CITY, ORE., *PHILADELPHIA, 
*Pat. No, 182109 PA., *REIDSVILLE, N.C., *SAN JOSE, 

CALIF., and *TAMPA, FLA, 


GLOBE-UNION INC. 


sPursacon stanton® MILWAUKEE 1, WISCONSIN 
If it's Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 


SPINNING POWs, 
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Heat's On: TBA Marketing 
Under Fire in Washington 








@ In a frontal attack on oil companies, two trade groups have given 
testimony aimed at discrediting major-company sales tactics. 


@ Asa result, TBA divorcement legislation is in the works, could 
be highly damaging. Here's the situation and how it developed... 





HOSE TBA HEARINGS in Washington have 

caused many marketers to sit up and take 
notice. As a direct consequence of the hearings, 
a real threat to the oil industry’s multi-million- 
dollar business is in the making. 

Oil’s sales methods were made to look pretty 
bad in the hearings held by the Roosevelt Small 
Business subcommittee. It is now apparent that 
the purpose of the hearings was to give two 
trade groups a chance to build a case—with 
the objective of having oil companies thrown 
out of the TBA business. 

It was inevitable before the hearings started 
that the purpose of the testimony would be to 
attack the oil industry. In fact, chairman 
James D. Roosevelt (D., Calif.) said in ad- 
vance there was evidence that TBA coercion 
of dealers by oil companies has not diminish- 
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ed since similar hearings were held in 1957. 
Not long before the hearings were called in 
December, in fact, the Federal Trade Com- 
mission charged three oil companies with co- 
ercing their dealers—Atlantic, Shell and Tex- 
aco. FTC issued a cease-and-desist order to the 
three, who denied that there was any coercion. 

The upshot of the hearings is a bill pre- 
pared for Rep. Roosevelt that aims to divorce 
TBA marketing from supplying companies (for 
details, see page 181). Action is unlikely dur- 
ing this session of Congress, and undoubtedly 
there will be more hearings before anything 
happens. So it’s likely that this may be a pre- 
liminary skirmish rather than the first stage of 
direct action. 

Two aspects of the hearings stand out: 
(1) the groups who pushed the case against 








TBA HEARINGS: Dealers produce tape-recordings, films 


(Begins on page 129) 

the oil companies—the National Congress of Pe- 
troleum Retailers and the automotive jobbers; 
(2) the type of witnesses and form of testimony. 
From the industry, only two dealers and one 
subpoenaed employee took the stand. Other in- 
formation from industry people was second-hand, 
in the form of affidavits. 


Those Against the Industry 


For a long time, the NCPR has attacked TBA 
marketing practices. So it is natural that this group 
has been busy checking on the way oil company 
salesmen sell TBA. NCPR on its own tried to 
make a case in the 1957 hearings, but the dealers 
it brought in that time were not convincing. 

The other group consists of the automotive 
wholesalers. These are the concerns that supply 
TBA, motor oil and parts as well as tools and 
equipment used in automotive servicing. The mem- 
bers of this group are direct competitors of oil 
companies for the business of the service station 
operator. They claim they can’t compete any more 
because oi! companies use the station lease as a 
club to keep their dealers in line. 

In many large cities a sizable list of automotive 
wholesalers are dues-paying associate members of 
the local association of service station dealers. 
Also they’re the main source of advertising reve- 
nue for dealer-association magazines. 


Charges of Wrongdoing 


Again keeping in mind that Congressional hear- 
ings don’t pretend to present two sides of a case, 
what the committee members gathered to hear was 
damaging to the oil industry cause. Two dealers 
appeared in person to give examples of threats. 
Their stories were like many others given second 
hand, creating the total impression of a long list 
of petroleum misdeeds. 

The only oil company representative who did 
appear came in response to a subpoena, accom- 
panied by his employer’s attorney. As the sales- 
man named in one of the dealer complaints he 
did almost as much harm as all the other adverse 
testimony. He could make no better denial of the 
threats attributed to him than to say he couldn’t 
remember. 

Spokesmen for wholesaler groups read into the 
record long lists of lost dealer accounts. In each 
case they quoted the dealer’s expressed reason for 
switching his TBA business to his oil company as 
fear of cancellation. 

In a court, that would all be hearsay—but 
again Congressional committees are not courts. 
In addition, wholesaler spokesmen quoted statis- 
tics on TBA sales once made to service stations 
but now shrunk to small fractions or lost entirely. 


This mountain of evidence (hearsay and other- 
wise), plus argument, all adds up to an impressive 
attack on oil. 

Take the instance of the oil company salesman 
who couldn’t remember: 


Tangle in Atlanta 


NCPR produced the most dramatic and most 
telling evidence submitted during the entire three- 
day hearing. NCPR got a member of the Georgia 
dealer association, one of its strongest groups, to 
set a trap for an unlucky Sinclair salesman. H. H. 
Thompson, a Sinclair lessee in Atlanta, used a 
tape recorder concealed in his station and a movie 
camera working from a car parked close to the 
station to get the goods on salesman Tom Lampkin. 

While the film served only to show dealer 
Thompson and salesman Lampkin together in the 
station, it added a dramatic touch of reality to 
the alleged conversation between them. These ex- 
cerpts from the tape were identified by Thompson 
as part of the dialog taking place during the visit 
shown in the film: 

DEALER: “If I don’t move this merchandise, they'll cancel 
my lease?” 

SALESMAN: “They don’t need a reason for cancelling 
your lease.” 

DEALER: “Why is it we have got all this big change now, 
just tell me that?” 

SALESMAN: “I don’t know, F.H.” 

DEALER: “Well, whose idea is it to make all these 
changes?” 

SALESMAN: “To be honest with you, it’s not Kuhlman’s 
idea.” 

DEALER: “It’s not his idea? Well, whose idea is it? 
Well, he’s the man who tells you.” 

SALESMAN: “The branch manager ain’t nothing. You 
know that. He don’t make any policies. He just carries 
out policies. He sees that I carry them out. If I don’t 
carry them out, there’s no need of me working.” 
DEALER: “That Monday morning you came out and 
talked to-me, what did you tell me?” 

SALESMAN: “He said for you to move all this competitive 
merchandise out of this station and that covers the whole 
thing.” 

DEALER: “I mean that’s the way you feel about it? If I 
don’t do that I don’t get to sign a lease?” 

SALESMAN: “That’s the way it’s put to me.” 

DEALER: “Well, that’s just like holding a hammer over 
my head. You know what I mean.” 

SALESMAN: “That’s what they said to me and that’s 
it so far as I’m concerned.” 


At this point dealer Thompson said he signed 
the new lease and the conversation is said to have 
continued like this: 

SALESMAN: “F. H., in signing this, you will carry Sinclair 


products and you will carry Goodyear products all the 
way down the line.” 


DEALER: “Sinclair products and Goodyear products all 
the way down the line?” 

SALESMAN: “Right. And you will not carry competitive 
products—competitive—and I emphasize ‘competitive.’ ” 
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After seeing the film and hearing the taped con- 
versation, a few routine queries established that in 
dealer Thompson’s mind, the agreement not to 
handle competitive products was oral and not 
written into the lease. Salesman Tom Lampkin, 
next on that stand, was quizzed by the chairman 
and members of the committee: 

Mr. RoosEvELT: “Did you at that time inform Mr. 
Thompson that it was necessary for him to handle a 
complete line of Sinclair products and that he must agree 
not to handle any TBA items competitive with Sinclair 
products before his lease would be renewed?” 

Mr. LaMPKIN: “I told Mr. Thompson that it would be 
best to do that, naturally, due to the fact, sir, I, naturally, 
a salesman would like to sell as many producis as I can.” 

Pressing for a more definite answer, the chair- 
man quoted parts of the tape in which Lampkin 
admonished the dealer about handling other mer- 
chandise. 

Mr. RooseveELT: “But you don’t deny you said it, do 
you?” 

Mr. LAMPKIN: “I don’t remember, to be honest.” 

Mr. RooseEvELT: “Well, do you want me to play it to you 
so you can remember?” 

Mr. LAMPKIN: “I don’t think that would be necessary, 
sir, but if I said it at the time, he was firing so many 
questions at me I probably got confused. But as far as 
anything in our contract about requiring a dealer to buy 
anything, there is no such thing.” 

Then, further on, when more of Lampkin’s 
alleged statements were read to the effect that the 
dealer wasn’t free to buy where he pleased, he 
answered: 

Mr. LAMPKIN: “Well, I can’t recall it, sir, but I certainly 
don’t deny making the statement.” 


Complaint From Former Sun Dealer 


The only other personal appearance from dealer 
ranks was by Fred Blank, who sold out as a Sun 
lessee in Ardmore, Pa., last October. His testimony 
lost a lot of point in the telling. 


He said he was under constant “pressure” to 
get rid of merchandise not supplied by Sun. How- 
ever, the alleged “pressure” consisted of the Sun 
salesman making frequent checks, of merchandise 
on display, and asking “Does that stuff sell? Why 
don’t you get it off your shelf?” 

He also told of buying Kelly-Springfield tires 
from a local dealer, Palmer Tire Co., cheaper than 
he could buy them from Sun. He testified that 
Sun tried to stop him through protests to the tire 
manufacturer, but it turned out Blank was able to 
keep his low-price deal anyway. 

Then he cited an instance where the Sun sales- 
man came into the station and, without consulting 
Blank, scraped off the window decals advertising 
Champion plugs, Anco blades and Fram filters. 
But when questioned he conceded that Sun han- 
dies each of those products. 


His final complaint was about a rental change, 
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in attempts to prove coercion by salesmen 


written into a new lease and presented to him to 
sign. Blank told of profanity and desk-pounding 
with which the Sun salesman accompanied his 
ultimatum: “Sign that lease or get out.” There 
was no apparent connection with TBA, but that 
part of Blank’s testimony didn’t do any good for 
his oil-company supplier. 


Dealer Official Cites Amoco, Atlantic 


Testimony in the form of affidavits was sub- 
mitted by William D. Tucker, business manager, 
Allied Gasoline Retailers Assn. of Florida. One 
affidavit quoted Cameron D. Hartley, Amoco 
dealer in Jacksonville. Hartley named Mr. Ander- 
son, Mr. Zinolph and Mr. Arthur of American 
Oil and claimed he was offered a lease renewal 
only on condition that he lay in a $2,000 TBA 
stock to be paid for by a half-cent gallonage 
charge. 

Tucker put into the record a long affidavit from 
Jim Newman, Atlantic dealer in Jacksonville. 
Newman said a Mr. Thorne, sales manager for 
Atlantic, told him his lease would not be renewed 
because he handled Vanderbilt tires instead of 
Firestone tires, and because he obtained 200 gal. 
of antifreeze from a local jobber instead of from 
Atlantic. 


Automotive Wholesalers Losing Ground 


Most of the committee’s time was taken up with 
testimony from automotive wholesalers. The first 
one was Robert E. Phelps, Phelps-Roberts Corp., 
Washington, D.C. No dealers appeared to cor- 
roborate this statement by Phelps: 

“Some service station operators have been told in the 
presence of my salesmen that they must stop dealing with 
us and other independent wholesalers if they know what 
is good for them.” 

Phelps went on to tell of an incident where 
an American Oil Co. salesman accosted a Phelps- 
Roberts salesman who was writing up a wiper 
blade order in an Amoco station with these words: 
“Look, you cannot put merchandise in this cabi- 
net. We are taking care of that for this operator.” 

“The station operator was afraid to have our 
salesman continue to supply the product,” said 
Phelps. “He told our salesman, ‘The zone man- 
ager can tell the difference. They are in a different- 
colored box.’ ” 

Other testimony came from all over the map: 


St. Paul, Minn. Sylvan J. Mack, M&L Motor 
Supply Co., St. Paul, told about a Phillips dealer, 
Schmidt, in Wauseca, Minn., who sent back a 
shipment of Gates fan belts he had ordered with 
this explanation: “It is just going to be too tough 
on me, and my lease and other things they do for 
me, unless you take these back.” 


> Titusville, Fla. John R. Stradley, Jr., of Stradley 
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TBA HEARINGS: California dealers attack new lease 


(Begins on page 129) 

Motor Supply Co., cited F. H. Elliot, a Kentucky 
Standard dealer; Dick Brady, a Pure dealer; 
Hardy’s Texaco Station; Walters 66 Service Sta- 
tion. All of these dealers, Stradley insisted, have 
told him they’d like to buy TBA products from 
him but are afraid to for fear of lease cancellation. 
»Brooklyn, N.Y. Morton Zakarin, Brooklyn Au- 
tomotive Warehouses Inc., was less specific. But 
he pointed out that dealers mention other reasons 
besides the threat of lease cancellation for dealing 
exclusively with their oil companies. Dealers who 
buy elsewhere, he said, often can’t get their sta- 
tions repainted, or are penalized with slow gaso- 
line deliveries. 

Zakarin singled out by name oil companies 
whose dealers are most closely controlled: “In our 
area we find there are four problem children,” 
he said, naming Sun, Gulf, Mobil and Esso. Shell 
and Texas dealers, served by Firestone, aren’t so 
tough, and as to Amoco, said Zakarin, “we have 
been able to get our filters, hoses and chemicals 
into those stations.” 


> Austin, Tex. G. C. Morris, Automotive Whole- 
salers of Texas, repeated the general charges of 
oil company pressure on dealers and gave a few 
examples: 

Elton Duffer, a Cities Service dealer in Tex- 
arkana, said his supervisor showed him a home- 
Office letter to the effect that he’d have to buy all 
TBA from Cities Service or give up his lease. 

Earl Prichard, a Mobil dealer in Magnolia, 
Ark., said his supervisor told him to remove all 
merchandise from his shelves that did not bear 
the Mobil name. 


Clark Brown, a Gulf dealer of Texarkana said 

that “ . . . Gulf keeps him scared to death. They 
have told him he will handle their products ex- 
clusively or else.” 
»Richmond, Ind. Charles Rodefeld, of Rodefeld 
Co. Inc., recounted a complaint from one of his 
customers. Russell Brehm, an Indiana Standard 
dealer in Richmond, said Rodefeld, was forbidden 
to carry two oil additives, Bardahl and Rislone. 
When Brehm failed to comply, Ben Gill, a com- 
pany salesman, visited the station and removed 
all of the offending items from the display shelves 
and put them in the stock room. 


In another example, Rodefeld said that Texaco 
Co. will not permit Brown’s Texaco Service Station 
in Richmond to display Zerone and Zerex anti- 
freeze. 

»Okmulgee, Okla. Tom Payne, executive secre- 
tary, Automotive Wholesalers of Oklahoma, sub- 
mitted 55 reports, which he termed “surveys” 
compiled by member wholesalers from interviews 
with service station lessees. All are alleged in- 
stances of coercion of dealers by oil companies. 


Bridgeport, Conn. Leonard Weinstein, Charles 
Friedman Co. Inc., contrasted the high percentage 
of lessees who buy antifreeze and batteries from 
oil companies with the reverse situation among 
dealers who own their own stations. 


Weinstein also explained to the committee how 
jobbers handling Delco batteries lost out on the 
business of Shell and Texaco dealers after the rub- 
ber company suppliers for those companies took 
on the Delco line. 


*Detroit, Mich. Jack Klann, Klann Auto-Electric 
Inc., named a Shell salesman, Art Miltner, as 
author of a letter to dealers containing illegal de- 
mands. He also told of threats growing out of a 
sale of 25 Delco batteries to Eaton Shell Service 
in Detroit. 


Another Shell salesman, Bob Perry, made the 
threats, said Klann. “I was told that the next time 
I pulled a cute little stunt like that, that my bat- 
teries would be sitting on the driveway, and I 
would be called and told to pick them up. I said, 
‘Just pull that trick, because you and I will be in 
court so fast it will make your head swim.’ ” 


There was a hint in Klann’s testimony that his 
examples were only of Shell consignment stations 
but the committee members either don’t notice it, 
or don’t think it makes any difference. 


>Charleston, W. Va. Emory R. Young, Motor 
Sales Supply Co., said his firm has 17 men calling 
on service stations. “The stories we hear from 
them,” he said, “are almost identical to what we 
have heard in testimony here.” 


Baltimore, Md. George H. Hahn, Cord Equip- 
ment Co., testified only about equipment business 
lost by his firm to oil companies who supply 
equipment at cost. In answer to questions from 
committee members he said that oil companies 
offer lifts at 30% less than his price. 


>Lansing, Mich. Don F. Phillips, Paul Automo- 
tive Inc., told of an attempt by a Gulf TBA 
representative to turn back a shipment of Delco 
batteries ordered from his firm by a Gulf dealer. 
Later, said Phillips, the dealer phoned to say that 
if he didn’t get rid of the batteries in 24 hours 
his rent would be automatically double. 


Phillips also submitted a sample of lease used 
by Cutler Oil Co., a Leonard jobber of Lansing. 
A clause in the Cutler lease binds the dealer not 
to sell any petroleum products, TBA or home 
appliances except such as are purchased through 
Cutler. 


Esso Consignment Contracts Under Fire 


Six lessees in Virginia (names withheld) said 
Esso Standard tried to convert them to a commis- 
sion basis under threat of non-renewal of lease. 
Their affidavits were given to the committee by 
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James W. Heizer, executive secretary, Virginia 
Gasoline Retailers Assn. 


“All of these dealers later received leases,” said 
Heizer, explaining that publicity and complaints 
to the U.S. Dept. of Justice caused Esso to 
ee . temporarily retreat and revert to more 
subtle methods to attain the same ends.” 

The commission plan, said Heizer, was origi- 
nally used for gasoline and oil only. He said Esso 
is the first company to expand the plan to cover 
its TBA line as well. 


lowa Spokesman Quotes Dealers 


A statement from a Standard of Indiana dealer, 
whose name and location was withheld at the 
dealer’s request, was put into the committee files 
by W. W. Kitchell, executive director, Iowa Pe- 
troleum Retailers Assn. Kitchell quoted from the 
statement as follows: 

“Approximately two months ago the company repre- 
sentative came in my station and told me ‘You've got 
a lot of foreign merchandise on your shelves.’” 


“I told him I have to look after myself. He replied, 
that isn’t what your lease says.” 


Objections to 
California Standard Leases 


The committee spent a long time with John A. 
Touhey, executive secretary, California Federa- 
tion of Service Stations. Touhey professed to see a 
further trend toward monopoly in the TBA market 
as a result of a new United Motors Service plan 
of paying a 10% override commission to oil com- 
panies on Delco battery sales. 

He explained how similar commission plans op- 
erate with Goodrich, Firestone, Goodyear, Wilco 
and U. S. Rubber as suppliers to Shell, Texaco and 
Union Oil dealers. Touhey also said that Wilco 
Co. pays Union Oil 10% commission on TBA 
products sold to Union dealers, and in addition 
Union shares in Wilco profits by reason of a 
30% stock interest. 

Much of Touhey’s time before the committee 
was given over to a discussion of a new lease 
recently introduced by Standard of California. He 
charged that the company’s use of the new lease 
with its attendant supply contract is a violation 
of Federal antitrust law. 


Under the supply contract the dealer agrees to 

. continuously offer for sale and diligently 
promote the sale of Seller’s petroleum products, 
tires, tubes, batteries under Seller’s brands at the 
premises.” 

That clause, combined with policing powers 
written into the station lease, give the company 
arbitrary control over the dealer’s TBA policies, 
Touhey alleged. For example, the lease spells out 
hours of operation; restricts the repair services 
that may be done at the stations; and in particular 
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provides a restroom allowance of .25¢ a gal. that 
can be withdrawn whenever the company feels the 
dealer is neglecting restrooms. 


In addition the company now makes a mini- 
mum charge of $25 for each lube bay in excess 
of one; 10% of gross sales in products and serv- 
ices not covered by basic rent; 50% of gross 
parking revenue. 


In two ways, said Touhey, these provisions give 
the company complete domination of the dealer. 
First, because the company reserves the right to 
adjust the minimum lube-bay rental to conform 
reasonably (not defined) to the business being 
done at the premises. Second, the company also 
reserves the right to gross sales subject to the 
10% charge, and in that way secures access to 
the dealer’s books. 


Touhey passed on to the committee part of an 
exchange of views that took place between dealer 
representatives and Standard of California officials. 
He named only two of the company officials, 
Howard Vesper and G. C. Briggs. 


“These officials,” Touhey testified, “had typed 
up a section breakdown of the lease and attempted 
to assure us that Standard was merely trying to 
equalize rents, provide sound protection for their 
company, and did the best to coniorm with the 
provisions of the West Coast Oil Consent Decree. 


“They also informed us they had no intention 
of injuring relationships with their Chevron deal- 
ers nor did they have any other intentions of 
securing any type of exclusive dealings nor did 
they intend to hold any of the provisions as 
threats to enforce certain policies not in the lease. 


“On the question of 50% parking rental Stand- 
ard stated ‘that is about what we pay for parking 
rentals and is a fair charge.’” On the 10% clause 
on sales and services of the type not supplied by 
Standard they said, “this provision conforms with 
several other types of leases used by dry cleaners, 
liquor stores, etc.” 


In summarizing his statement to the committee, 
Touhey made these points: 


1. “No amount of litigation can solve the prob- 
lem of exclusive dealing in TBA products in the 
petroleum industry. It is extremely rare when a 
dealer can prove that the real reason his lease 
is not being renewed or the reason why it is can- 
celled is because he purchases supplies from a 
source other than his supplier. 


2. “Consignment selling in the petroleum in- 
dustry is a foregone conclusion. In California, 
Standard, Shell, Union, Wilshire, Hancock, Douglas 
and several different types of independents are 
using this form of agreement and now it has been 
reported that Texaco Co. is about to enter such a 
program. 


3. Under the West Coast Consent Decree oil 





February, 1960 * NATIONAL PETROLEUM NEWS 





Tires-Batteries-Accessories 








(Begins on page 129) 

companies were basically given the right to sell on 
consignment, operate company stations and to use 
practically every single provision contained in the 
new Standard Oil lease. Exactly how other com- 
panies will proceed we do not know but it is 
doubtful if dealers can expect much less than that 
contained in the lease of Standard Oil. 


Since the antitrust suits against the West Coast 
majors have not brought the kind of results that 
dealers expected, Touhey plunked for complete di- 
vorcement by legislation. 


“Oil companies should be denied the right to 
own or operate a service station or lease or sub- 
lease property upon which a service station is 
located,” he said. “This is the only way that ex- 
clusive dealing will be eliminated.” 


Committee Hedges—It was apparent from the 
questioning that followed that committee members 
don’t see much hope for a complete retail divorce- 
ment law. The chairman voiced their misgivings 
with this comment: 


Mr. ROOSEVELT: “We are dealing with a very practical 
situation. I think you must know by now the tremendous 
opposition to so-called complete divorcement and there- 
fore we are constantly searching to find something which 
maybe sounds more reasonable. 

“There is a basic objection to telling a man he can’t 
be in a certain business. Somehow or other that goes 
against the grain of people who are not too familiar 
with the subject. So you get up on the floor of Congress 
and you talk about depriving an individual, in this sense 
a tremendous corporation, true, but nevertheless, . . . if 
you start it here, won’t maybe someday other people 
be deprived of the right by government fiat of being 
allowed to go into business ... ” 


Skelly, Cities Service, Conoco Charged 


A midwestern automotive jobber, Victor L 
Toft, testified as president of the Automotive Serv- 
ice Industry Assn. He put into the record a long 
list of dealers, but many of his examples were 
no more than a report of the volume of specific 
TBA sales lost to oil companies. 


But he also read off reports from jobber sales- 
men and branch managers, of which these are 
typical: 

“I called the Lincoln Oil Co. about their spark plug 
policy—selling plugs in any quantity at the quantity price 
and rebating 5% on TBA purchases. They told me our 


salesmen were not supposed to call on the Skelly stations 
that they serve anyway.” 


“T have a problem with Knotky Conoco Service, Wahoo, 
Neb., that is signed to our Seiberling tire contract. How- 
ever he cannot put the tires on display at the station due 
to the TBA hookup with Goodrich.” 


“I have two operators who sell Conoco who own their 
own stations and they buy a considerable amount of their 
merchandise from the Sidles Co. because they are not 
tied down with a lease.” 


“Robert’s Skelly, Fremont, Neb., told me quite defi- 
nitely that he must purchase all products which we might 
have that are available thru Skelly, such as Stant, Trico, 
Dole, Buss, etc., from Kansas City.” 


“T have an order from Hagedorn Conoco (Shenandoah, 
Iowa) for three cases of Dupont Gas Guard that I can’t 


deliver because Conoco have told their lessees they 
would have to buy that type of product from them since 
they are in the chemical business end of it now.” 


“Practically all Skelly, Cities Service, Conoco and 
Texaco dealers who formerly used us as a source of 
supply for filter cartridges and spark plugs now pur- 
chase through the major oil companies.” 


“We had one Texaco dealer, Andy’s Texaco Service, 
Council Bluffs, Iowa, who is threatened with cancellation 
of his lease if he purchased Delco batteries from any 
other source than Firestone.” ; 


“The Standard Oil field man has threatened Quintin 
Burt, Winner, S.D. If he is going to purchase TBA 
from jobbers the Standard Oil contract with him would 
be cancelled and he will be replaced.” 


“The Mobil Co. field man tells Ralph Peterson, Winner, 
S. Dak., that if he doesn’t display and use Purolator 
filters purchased from them, and them alone, the field 
man will make it plenty rough on him.” 


Clayton Act Can‘t Be Enforced 


In answer to queries, Toft suggested that en- 
forcement of the Clayton Act clause against ex- 
clusive dealing is a “superhuman job” beyond the 
facilities of the Federal Trade Commission and 
the Department of Justice combined. 

“Let’s put it this way,” he said, “that the point 
of the divorcement bill would be to enforce it 
through a different method.” 

“I have had some rude awakenings since 
1957,” said Toft. He explained that there are two 
attitudes among oil companies toward coercion of 
dealers. There are those who think it’s all right; 
and those who claim to have a non-coercive policy 
but give it only lip-service. 

He quoted Richard Wagner, chairman of the 
board of Champlin Oil & Refining Co. as believing 
oil companies have a right to insist that lessees 
buy products recommended by the company. 

Toft also spoke of a discussion in 1957 with 
Harry J. Kennedy, vice president, Continental Oil 
Co., who agreed that dealers should be informed 
of Conoco’s non-coercive policy. But the letter that 
went out to dealers, following the meeting, accom- 
plished nothing, said Toft. 

“The coercive policies of the Continental Oil 
Co., have gotten consistently worse since that oc- 
curred,” said Toft, “and believe it to be nothing 
but lip service. I therefore can come to only one 
conclusion, that perhaps it will take legislation of 
some kind to stop the practice.” 

With that conclusion, every dealer and automo- 
tive jobber spokesman agreed. They strayed into 
such by-paths as trading stamps, fair trade laws, 
gasoline price wars and sales of equipment by 
oil companies. But in the end all brought in some 
evidence in support of these contentions: 

@ That every oil company forces its dealers to 
buy TBA products from the company and no- 
where else. 

e That enforcement of present laws and court 
decisions against exclusive dealing are inadequate; 
and that drastic new legislation is necessary. 
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From top to bottom the new Gilbarco “44” meas- 
ures just 44 inches. That’s 4 inches shorter than 


any other “low” pump—8 to 14 inches under 
standard pumps. It gives you the utmost in station 
front and TBA visibility, plus that look of “differ- 
ence” which lifts a station out of the ordinary. 

And you can carry that difference even fur- 
ther. The new “44” is available with enameled 
lower panels, with enameled or chrome-plated 
upper panels, with enameled Mono-Frame or with 
the Mono-Frame sheathed in stainless steel, all 
with brand identification or without. 


That gives you a selection of eight different 
finish combinations in four models — self-con- 
tained pump, remote single dispenser and remote 
one- and two-product dual dispensers. 

For further informa- 
tion on the other advan- 
tages which make the 
“44” your wisest invest- 
ment in low pumps, ask 
for our full-color illus- 
trated brochure. 


Gilbert & Barker Mfg. Co. 
West Springfield, Mass. 
Toronto, Canada 


THE COMPACT 
NEW GILBARCO 
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“A FULL 
4 INCHES 
LOWER 
THAN OTHER 
‘LOW’ PUMPS” 
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" How the Old System Worked 


THE PRO-RATA SYSTEM makes an allowance 
for months of service rendered by a battery 
before failure. ; 


It’s the traditional method used by al- 
most everyone selling batteries. It’s fair 
enough and the theory is simple. 


Take a battery guaranteed for 24 months, 
list price $24, cost to customer therefore 
$1 a month. If it fails in 20 months, the cus- 
tomer can get a new battery by paying $20 
for the 20 months of service he got. 


Actually, the arithmetic is never that sim- 
ple and calls for careful paperwork. 





How the New System Works 


MOBIL’S NEW BRACKET SYSTEM breaks the 
guarantee period into three brackets (see 
table at right). Adjustments are based on set 
cost percentages for each period, eliminating 
much pencil-work. 


Now the customer either gets a new bat- 
tery free, pays half the list price, or pays a 
quarter of the list price — depending on how 
many months of service his old battery gave 
him (see table). 


To get his allowance on 100% and 50% 
adjustments, the dealer must turn in a form - 
signed by his Mobil salesman. 





How Mobil Oil's Simplifying 


HORT-CUTTING—that’s the strategy behind Mo- 

bil Oil’s new tire and battery adjustment 
plans. Under the new setups, dealers get a sim- 
plified system of figuring consumer credit on re- 
placement sales. 

@ On batteries, Mobil’s junking the pro-rata 
system of adjustments and replacing it with a sim- 
ple bracket system (see explanations above). 

@ On tires, Mobil’s moving adjustment respon- 
sibility from division warehouses to dealers, and 
equipping them with new, simplified tread gauges 
and a manual (sée explanation on opposite page). 


Here’s the Battery Plan 


Under the new battery adjustment setup, the 
dealer won’t have to do so much pencil-work. 
He’ll just credit motorists with 100%, 50% or 
25% of current list price, depending on the age 
of the old battery. 


To get his allowance on the 100% and 50% 
adjustments the dealer must turn in a form signed 
by his Mobil salesman. The allowance must be 
applied to another battery purchase, but the bat- 
tery can be shipped with other batteries and count- 
ed towards earning a quantity discount. That 
creates an inducement for the dealer to place a 
battery order with the salesman at the time he ap- 
proves an adjustment. 


The dealer gets no allowance on the 25% ad- 
justments, because the amount he collects from the 
customer is more than his cost price. On these ad- 
justments he needs no salesman’s approval, and 
fills out no forms. 

Where the Salesman Fits—Mobil hopes that by 
having the salesman pass on adjustment claims, 
there’ll be fewer unfounded adjustments. It’s in 
the 100% adjustment category that the unfound- 
ed claims show up. Mobil follows the industry 
custom of asking for return of all 100%-adjusted 
batteries for inspection. If no defects are found— 
which often happens—the claim is rejected. 

“The dealer is never happy when you send an 
allegedly defective battery back to him with a re- 
port that it’s OK,” says Norman Strain, the TBA 
department’s battery specialist. “Whether he’s right 
or wrong, he always resents it.” At the start the 
new plan did cause a sharp cut in battery adjust- 
ments. But Strain thinks they'll go up some through 
the winter. And in any event, he points out, the 
main purpose is still to make adjustments easier 
for the dealer. 


Here’s the Tire Plan 


Winning friends with tire adjustments is possible 
only if the claim is settled on the spot. That’s the 
theory back of Mobil’s new policy of having the 
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Adjustments Now 


Guide to Battery Adjustments 


IF THESE BATTERIES FAIL... 


MOTORIST 
GETS THIS 
CREDIT... 





SD-MM-MT 
Types 
(minimum 
service 
months: 30) 


M Type 
(Minimum 
service 
months: 15) 





(% of 
current 


list price) 





After 
1-6 mos. 


100% 





After 
"7-24 mos. 


After 
25-30 mos. 





13-15 mos. 





| 25% 








How to Figure 
Tire Replacement 


TIRE REPLACEMENT QUOTATIONS are now 
handled by Mobil dealers instead of the 
division TBA warehouse. Here’s how dealers 
quote tire replacement cost: 

1. Multiply average gauge reading by 
current list price plus federal excise tax. 
Example: 


Average gauge reading: 30% 
6.70x15 premier tubeless black $33.55 
Federal excise tax : 1.94 


Price plus tax 35.49 
x .30 


Replacement price to customer $10.65 

2. Collect money. Install new tire. 

3. Make out claim form. Mobil salesman 
reviews adjustment and completes form. 














Tire and Battery Adjustments 


dealer make the adjustment, instead of referring 
it back to the division warehouse. 


Beginning this year, all Mobil dealers get a tire- 
adjustment manual. It illustrates the kinds of tire 
damage for which no allowance will be made, plus 
a few exceptions—injuries that will be adjusted if 
failure occurs within 90 days. The dealer is told 
he can go ahead and make an adjustment for all 
other kinds of damage. 


Along with the manual, Mobil dealers get a 
new type of simple tread gauge. The gauge is 
graduated in percentages of four different tread 
depths, instead of the thirty-second-inch gradua- 
tions in common use. The dealer needs no con- 
version table, because the gauge gives him a direct 
reading of the percentage of tread wear on the 
defective tire. He multiplies this percentage by the 
list price plus tax, and gets the right price to charge 
the customer for a new tire. 


The dealer mounts the new tire and tags the de- 
fective tire for return after the Mobil salesman ap- 
proves the adjustment and signs the claim ticket. 
If the dealer orders a new tire he’s credited with 
the difference between his cost and the adjustment 
price, less a 10% handling charge or the $1 mini- 
mum, as is the industry custom. Or the company 
will credit his account if he prefers. 


Like all tire marketers, Mobil has a few dealers 
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who’ve learned how to be expert tire adjusters. 
But for the majority, the procedure has been just 
too complicated. Most dealers tell the customer 
they have to refer the claim to the company. 


Meanwhile, the customer grows exasperated-— 
and worried—while driving on his spare. Even if 
his claim is eventually approved, he’s never en- 
tirely happy. Under the new plan the dealer inspects 
the tire, decides if an adjustment is in order and 
figures the allowance. Or he may have to turn 
down the claim. 


If the tire damage is the result of wheels being 
out of line, the tire being run flat, or some other 
kind of non-adjustable injury, the dealer knows 
the claim won’t be allowed. He can show his cus- 
tomer what the book says to back up his stand. 
Such an explanation, perhaps coupled with an of- 
fer to replace the tire at cost, stands a better 
chance of satisfying the customer than any kind 
of delayed action. 


Business-Man Approach — “Prompt and fair 
handling of a customer’s tire complaint pleases a 
car owner more than if you give him stamps or 
premiums,” says Ralph Higgins, Mobil tire spe- 
cialist. “As responsible business men our dealers 
feel a lot better if they can answer customer com- 
plaints themselves. We hope we’ve made it possible 
for them to do that.” a 
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POSITIVE DIRECTIONAL FLOODLIGHTING 


The scientific .shape of Whiteway’s DIRECTO-LUME, and its easily-adjusted able in 4’ or 6’ lengths with H.0., Power Groove, V.H.0., or S.H.0. fluorescent 
mounting bracket, let you put ALL of the light it generates where you want __ tubes. Fits any of our many styles of hinged or regular poles. Doors made of 
it. Sectional end view shows why there is an absolute minimum of light loss 1/10” thick clear plexiglass in hinged, positive-lock extruded aluminum 
to the rear and top. Precision all-aluminum construction resists time and frames sealed with rubber gaskets. Handsome, gracefully streamlined and 
weather. Protected with TWICE the usual coats of oven-baked lifetime enamel. eye arresting, DIRECTO-LUME is the finest fluorescent floodlight available 
Weighs only 69 pounds, but has the relative strength of a steel bridge. Avail- | anywhere... THE light that solves your area lighting problems! 


ae 
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The quality TRIPLE feature light designed for top ted area or 
perimeter lighting, combination island and area illumination, or 
single post, single or double mounted island lighting. Emits more 
light because of scientific shape and reflector design. Sturdy lifetime 
aluminum construction reinforced with bridge-strong steel ‘‘I'’ beam. 
Available open or closed, 800 and 1000 MA High Output or Power 
Groove tubes in 4’, 6’ and 8’ lengths with 4 or 6 lamps. Many 
‘‘design-of-tomorrow’’ ting poles ilable. The most beautiful, 
appealing and versatile ultra-modern fixture on the market. 





ECONOMY POWER GROOVE FLOODLIGHT 


Dollar for dollar Whiteway’s Power Groove SCOTTIE offers you more 
than any similar type unit on the market. Special reflecting enamel 
interior gives more light per watt. Quality lifetime all-aluminum 
construction with cast end plates protects against high wind damage. 
Super-strength Ternalloy mounting bracket is calibrated for any 
angle setting. Two 12” tapped holes for spots, if wanted. Ballast, 
as on all other Whiteway lights, scientifically positioned for greatest 
heat dissipation and longest life. Total weight 69 pounds with water- 
tight hinged plastic doors; 60 pounds without. 6’ long x 1634” wide. 
Supplied with 2 Power Groove lamps. Fits any of our many hinged 
or regular poles, Sturdy, handsome, efficient and BUDGET priced! 


WHITEWAY MANUFACTURING CO. 
1736 Dreman Ave., Cincinnati 23, Ohio 


The industry’s most complete line of outdoor lighting fixtures, 
poles and equipment for progressive service stations. 


: ! Write for FREE catalog, NOW! 
DEDICATED TO QUALITY AND SERVICE SOLD BY LEADING DISTRIBUTORS IN ALL MAJOR 


U.S. CITIES, CANADA, MEXICO AND CUBA, 
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Equipment 


BIGGER TRANSPORTS (left) keyed Shell 
switch to 4-in. couplings (below) 


Switching to 4-in. Tight-Fills: 
Why It Pays, How to Do It 


HEN MINNESOTA’S legal load limits were 
raised last year, Shell Oil’s Minneapolis di- 
vision jumped at the chance to increase efficiency 
with bigger trucks and bigger unloading equipment. 
e As a starter, two of the division’s 14 gasoline 
transports were replaced with 8,000-gal units. 

e To get the full benefit of the bigger trucks, 
4-in. lines, meters and valves were installed to allow 
faster flow rates in unloading at stations. 

e@ About 10% of the stations in the division’s 
direct marketing area were then equipped with 4- 
in. tight-fill couplings to accept the new truck 
equipment. 

Why the Switch—Conversion to 4-in. unload- 
ing equipment is now company-wide practice with 
Shell, as it is with a number of oil companies. No 
one questions the economy of faster unloading 
today, says Minneapolis operations manager D. 
T. Gilman. Experience has repeatedly proved that 
you cut down overtime if nothing else. And you 
get your trucks out of the station faster, allowing 
freer traffic flow. 

How It Works—lIt isn’t enough to have 4-in. 
equipment on truck alone. One truck supplies many 
stations, so station tanks must be converted too. 

Fillpipes were no problem for Shell’s Minne- 
apolis division, since all stations in the area have 
been fitted with 4-in. fills for the last 10-12 years. 
Ever-Tite 3-in. quick couplings were added three 
years ago. To make the switch, only the mating 
half had to be replaced. 


February, 1960 * NATIONAL PETROLEUM NEWS 


Over the next three years or so, more stations 
will be switched to 4-in. tight-fills as the rest of 
the truck fleet is replaced with larger units. 

Cost runs about $23 per underground tank, for 
the mating coupling half with cover. Shell’s labor 
cost is minor, since this division has no flush fill- 
boxes set into paved drives. All fillpipes are about 
a foot above ground to keep them clear of snow. 


New Trucks—The two replacement units in 
Shell’s gasoline delivery fleet are 8,000-gal. Stand- 
ard Steel trailers towed by International VF-195 
tractors. Trailers ride on lightweight Hendrickson 
rubber-mounted suspensions. 


Four gravity-dump compartments discharge 
through 4-in. Bomar emergency valves, 4-in. Smith 
meters, and 4-in. Ever-Tite tight-fill couplings. 
Cost runs about $25,000 per unit. 


One More Step—A further step, addition of 
fillpipe extensions reaching within a few inches of 
tank bottoms will proceed more slowly. Tests 
have shown that submerged fills add something to 
unloading speed, but there are some who question 
the cost. 


To put extensions in present tanks you'd either 
have to dig down to the tank opening or use one 
of the light, thin-wall tubes designed for installa- 
tion inside the present fillpipe. At least for the 
present, Shell’s Gilman doesn’t plan to do either. 
He'll have the extensions put in only when new 
stations are built, or when old tankage is replaced 
or supplemented. 












































TRIPLE-TRAPPER OIL FILTER 
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not pass! 


lll 





AC Stays on the Alert for Engine Dirt... 


These spots before your eyes are mountains 
made out of molehills by AC Oil Filter 
engineers. Magnified 110 times on a micro- 
scopic screen, they are plastic beads of 
uniformly different sizes . faithfully 
representing such engine contaminants as 
dirt, bits of metal, sand and carbon particles. 


To millions of these beads, the makers of 
the AC Triple-Trapper Oil Filters offer 
this unrelenting challenge: 


They Shall Not Pass! 


Every day, at AC’s Reliability Labora- 
tories, an engineer deliberately passes engine 
oil through the papers used in several 
well-known oil filters . . . after it has been 
“contaminated” with a controlled mixture 
of one-quarter of a million of these beads. 
The beads range in size from 120 microns 


1. Stronger Filtering Material 
2. More Usable Area 
3. Greater Trapping Capacity 


(.005 inch) all the way down to 25 microns 
(.001 inch). 


When the engineer “reads” the engine oil 
after it has passed through a new AC 
Triple-Trapper, he discovers this astonish- 
ing fact: 

The AC Triple-Trapper is 99.96% effective 
in its promise— 


THEY SHALL NOT PASS! 
Its resin-impregnated paper stubbornly 
refuses passage to engine contaminants— 
whatever they are. Paper used in other 
well-known filters—in repeated counts of the 
beads—simply does not measure up to this 
standard. 


When the man “reads the beads’’, he spells 
out the extra measure of AC Triple- 
Trapper protection! 


AC SPARK PLUG && THE ELECTRONICS DIVISION OF GENERAL MOTORS 





AC PRESENTS THE ART CARNEY SHOW, NBC-TV, MARCH 4 


sat 


Finest Engine Protection Money Can Buy! 
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AGAIN IN 1960... 


building more 


and greater 


outdoor signs for 
America’s 7A 


leading marketers 


Rated firms write for free brochure 


| OUTDOOR ILLUMINATED PLASTIC SIGNS 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 


This Month's Highlights 


ly and Demand: Primary distillate fuel stocks are at peak levels again, 
owing to continued high level of refinery operations. Reductions are essential, 
but not likely to be achieved fully within the next couple of months... .page 145 


Market Outlook. Product markets look as though a new chapter is being written 
on the positive power of negative thinking. If refiners are gambling on the weather, 
the degree days may come too late and too few 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 

you need, when you need them. Basically, it breaks down into three parts: trend 

— industry statistics, and price information. Here’s where you'll find 
is data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand Market barometer 
Market outlook Key crude oil prices 
Refinery/terminal prices 
Tank-wagon prices 


STATISTICS 


Petroleum indicators 
Station-building permits Prices in 55 cities 
State gasoline consumption NPN gasoline index 
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Petroleum Indicators 











STOCKS NPN PRICE AVERAGES* 


muons oF ees _ Se Refinery/Terminal 
240--- PO es as es Soe ae, (¢ per gal) 


220-F Jan. Dec. Jan. 
200-4 1960t 1959 1959 


180- j Gasoline 

, GASOLINE (regular) 11.07 11.19 11.56 
1p Kerosine 11.56 11.32 11.66 
140-4 Distillate 9.24 9.13 10.11 
Sei DISTILLATE ee 4.62 462 481 
100-4 products 888 892 9.32 
e0- Lube oil 23.14 23.04 21.53 
Crude at well 
60- eet ft] = LL Tee ($ per bbl.) 2.87 2.84 2.98 








vai RESIDUAL * Weighted average price, principal 
20+ markets. Crude prices middle of 


0 as Ta EE j month, not pond rege average. 
S . MAM J t Through Jan. 15. 
































MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Jan. 1960* Dec. 1959 Jan. 1960 
Finished and unfinished gasoline (thous. bbl.) 196,514 188,263 198,898 
Kerosine (thous. bbl.) 26,583 26,807 21,090 
Distillate fuel oil (thous. bbl.) 138,539 149,074 96,592 
Residual fuel oil (thous. bbl.) 51,263 50,012 55,160 
Crude oil—B. of M. (thous. bbl.) 248,910 253,630 258,108 

Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,140 7,262 
Foreign crude included (thous. bbl. daily) 960 978 
% of refinery capacity operated ‘ 83.7 85.3 


Refinery Output 
Gasoline (thous. bbl. daily) 4 4,155 4,058 
Kerosine (thous. bbl. daily) 388 419 
Distillate fuel oil (thous. bbl. daily) ‘ 1,919 2,133 
Residual fuel oil (thous. bbl. daily) : 992 1,117 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) ; 7,100 7,223 
Crude oil imports (thous. bbl. daily) 1,014 955 


*Through Jan. 15, except crude stocks, Jan. 9. 
Source of Data: API Weekly Reports, except Jan. 1959, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 7,545 (Oct.) 6,804 
Average station gasoline price, ex tax (¢ per gal.) 20.66 (Jan.) 21.18 
Service station sales—all commodities ($-million) 1,403 (Dec.) 1,433 
+tGasoline consumption (million gal.) 5,566 (Sept.) 5,494 
Passenger cars—domestic shipments (thous.) 260 (Nov.) 524 
Trucks and buses—domestic shipments (thous.) 38 (Nov.) 82 
Passenger car replacement tire shipments (thous.) 4,161 (Nov.) 6,015 
Replacement battery shipments (thous.) 3,068 (Oct.) 2,889 
Oil burner shipments (thous.) 77.6 (Oct.) 79.3 


t Excludes Alaska. 


144 NATIONAL PETROLEUM NEWS ° February, 1960 





Supply and Demand 





Heating Oils: Too Much Too Soon 


Stocks are near the all-time high. 
Balance by March 31 seems unlikely 


The continuing high level of U.S. refinery oper- 
ations has brought primary distillate fuel oil stocks 
back to peak levels again. Over 60% of sales 
of this refinery product are as heating oils; second 
largest use is in diesel fuels. 

Total U.S. inventories Dec. 31 were over 149,- 
000,000 bbl., close to the all-time high of 
149,449,000 bbl. Dec. 31, 1958. To start 1960, 
these inventories were 17% greater than a year 
ago. The largest surpluses are in the East Coast 
and Gulf Coast refining districts, which supply the 
concentrated heating oil markets in the northeast 
and New England. Here refinery stocks are almost 
28% larger than a year ago. (See Table) 

The current large stocks reflect the high output 
of distillate fuel oil at U.S. refineries throughout 
1959. Through Sept. 30 refinery production of 
509,968,000 bbl. as reported by the Bureau of 
Mines, was over 10% greater than in the same 
period in 1958. Domestic demand in the same 
nine months this year was 446,460,000 bbl., less 
than 4% greater than in 1959. U. S. distillate fuel 
oil inventories Sept. 30 were 174,148,000 bbl., 
12% larger than on Sept. 30, 1958. 

This warning in the high level of refinery stocks 
to start the current heating season was largely 
nullified by cold weather in late fall. Temperatures 
in November were 12% below normal and 23% 
lower than in November, 1958. Demand for heat- 
ing oils this November is estimated at 18% larger 
than a year ago. Resumption of operations in the 
steel plants also contributed to the demand for 
distillate fuel oils. 

But the below-normal temperatures did not hold 
through December. In this month the U.S. as a 
whole had 23% fewer degree days than in Decem- 





Distillate Fuel-Oil Stocks at Year end 


by Refining Districts 
(000 bbi., AP! data) 
Dec. 31 Dec. 31 % 
District 1959 1958 Change Change 
East Coast 58,103 45,747 +12,356 +27.4 
Gulf Coast 23,522 18,118 + 5,404 +29.8 
Total Coastal 81,625 63,865 +17,760 +27.8 
North Central 30,862 28,811 + 2,051 + 7.1 
Okla.-Kans.-Mo. 10,718 10,372 + 346 + 3.3 
Rocky Mts. 2,663 2,914 — 251 — 8.6 
Other Inland 9,921 8,687 + 1,234 +14.2 
Total Inland 54,164 50,784 + 3,380 + 6.6 
U.S. Exclusive 
of West Coast 135,789 114,649 +21,140 +18.4 
West Coast 13,400 12,656 + 744 + 5.8 
Total US. 149,189 127,305 +21,884 +17.2 
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TOTAL U.S 
DISTILLATE FUEL 
OIL STOCKS 
Dec. 31, 1953-1959 


Million Bbis., End of Year 
gue ——1 50) 
































East and Gulf Coast 
Refining Districts 




















Inland 
Districts 


West 
Coast 


U 
1953 1954 1955 1956 1957 1958 1959 











ber, 1958, and 12% fewer than normal. For the 
current heating season to January, the U.S. as a 
whole experienced almost 5% fewer degree days 
than a year ago. 

Through the last quarter of 1959, refinery pro- 
duction of distillate fuel oil continued high. Indi- 
cated yield of this product from crude processed 
was over 23%. The volume of imports was also 
higher than the year before. Total U.S. inventories 
were reduced by 24,477,000 bbl. from Sept. 30 
to Dec. 31, while in the last quarter of 1948 they 
were cut by nearly 28,000,000 bbl. 

In the first quarter of 1959, refinery stocks of 
distillate fuel oil were reduced by 49,473,000 
bbl. and on March 31 they were 77,832,000 bbl. 
This has been the level of March 31 of the past 
three years, and it is regarded by refiners as ample 
to meet seasonal needs and to start the seasonal 
buildup of stocks of this product. 

To reach an optimum level by March 31, 
refinery stocks would have to be reduced by over 
70,000,000 bbl. in the first quarter. At normal 
temperatures, domestic demand for distillate fuel 
oil this first quarter is now forecast at 2,700,000 
bbl. daily average, which is about 3% higher 
than actual demand in the first quarter of 1959. 
Even with lower-than-normal temperatures in the 
remaining weeks of winter, and higher-than-fore- 
cast demand, it seems unlikely that inventories will 
be reduced to reach around 75,000,000 bbl. by 
March 31. 

Reductions in distillate fuel oil yields in some 
areas, as well as in the volume of crude run to 
stills, are essential if refinery operations in later 
months are to be brought into balance with normal 
demand needs. 








Market Outlook 


Accenting the Positive 


ARLY 1960 oil product markets are writing their own version of the posi- 
tive power of negative thinking. It’s zany, but it’s happy. Record high re- 
finery runs keeps the unit cost down. With a minimal unit cost, prices can meet 
competition and then some. There’s that 9.9¢ price (ex taxes) for regular gasoline 
at retail in the Fort Worth area, for example. 

For proof that all will be well in February distillate markets, leaf through 
charts, tables and choose statistics carefully. Take a number here, a percentage 
there and things will check out better than last year. Or two years ago. If not 
two years ago, go back three years. 

And somehow, degree days always average out. Which means, of course, that 
the gallonage will be there no matter what. If that doesn’t do it, nail down the 
account with a 0.5¢ discount. One supplier (his low unit cost frequently surprises 
everybody) did just that for his kerosine customers in Chicago. Even though product 
is tight, he was successful in keeping this gallonage to himself for the first quarter 
when demand is strongest. 

One marketer looks forward to February with more than average confi- 
dence by sweeping aside charts, tables and confusing statistics. He takes comfort 
because, to him, “degree days can be less than normal and it still will be a good 
winter. The actual normal figure is colder than average because the winters are 
warmer now.” Says he (softpedaling runs), milder-than-normal weather is no ex- 
cuse for soft distillate prices in February. 

For February, then, jobbers can expect: good distillate gallonage regardless 
of the weather and firm prices (discounts of no more than 0.5¢, or so). In gasoline, 
there will be only minor disturbances from coast to coast at wholesale, tank 
wagon and retail. The dealers, themselves, will confine their price cutting to the 
normal 5¢-7¢ gal. range. 





Key Crude Oil Prices (as ot January 15) 


United States 
California 


NPN Gasoline Index 


sms : Dealer T.W. Tank Car 
Wilmington, 31 gravity (cents per gal.) 
Texas 


West Texas sour, 36 gravity.......... 2.79-2.83 15.73 13.34 
re ne 15.84 12.30 
ahoma sweet, 36 gravity.......... 2.62-2.97 
Williston Basin 17.00 12.54 
North Dakota, 36 gravity............ 2.62-2.87 
Pennsylvania 
Bradford, flat 
Canada 


Dealer index is an average of dealer tank wagon 
prices ex tax in 50 cities. 





Alberta Tank car index is weighted average of following 


Pembina, flat 
Venezuela 


Middle East 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 








wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, Cali. 
fornia, Philadelphia, Jacksonville, Boston, and Gul 
Coast. 
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Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 





CENTS PER GALLON 
CENTS PER GALLON 


YEAR 51 53 55 57 JFMAMJJASOND YEAR 51 53 55 57 JFMAMJJASOND 
1959 1959 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


60 


YEAR 51 53 55 57 JFMAMJJASOND YEAR 51 53 55 57 JFMAMJJASOND 
1959 1959 








Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel])—8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 











Jacksonville, 


10.64-10.74 Kerosine, ¥e38 om ll. : 11.9, 





2 ‘ . Diesel oil, shore 
Refinery and Terminal Prices ioe a a Sh 
‘ 87 





Ail prices a 

sociated Ba Bea sng 
ment of the 
Last previous 


Gulf Coast Cargoes— 
100 oct. prem..... 
+ fed enmage ° 
prem... ..12- 
eee L1.75-12.625 
eee 11,5-12.25 
«e+ D)-11,75 
-. +. 10.75-11.5 


+ 10,5-11.25 
ie 125-10.625 


8 
5 
o 


suseesssss 
888888888 
rerrrrrrrnm 


-++-12.75Y-13V 
othe 125 y-il. 375 


sonville, Fla. 
Prem. grade 
Reg. grade....... 


~ 
Reg. gr = 
Ll 
91 oct. reg. 


Pensacola, Fila. 
Prem. grade 


Reg. grade 
Phil 

Reg. grade... 
Port E 


M4 
12.4 


adelphia, Pa. 
Prem. grade 


rice preced 


12.625-14 
12.25-13.25 


5 
-9.625-10.375 
9.375-10.125 
9.25-10 
11.45 


14,.9Y-18.2 
12.4W-15.7 


RY 


4 


.. 13, 5Y-13.75 


13.25 “BY 


10. WV RY 


-15.5 


“We ‘A-13.25 


15.45-16.25 
14 


15. i 
13.4-13.9 


15.9 
13.4-13.9 


inneapolis-St. Paul, Minn. 
99 oct. prem... ..14.18W-14.43 


11,.43W-11,68 


verglades, > 
Prem, grade 


Reg. grade 


Savannah, Ga... 


Reg. grade 


14.5-16. 
12.5-13. 


4.7-16,8 
12.7-13.8 


13.7-14, 
11.65-12.4 


swt ay -14.2 


90 ort eee. 
$1 oct. reg. 


148 


11.25 
Shpt.) 


BBY 


ied by ity ow Oilgram Price be Pome. NPN’s as- 
ing “ee 4 Prices ng Re January 19. 
arrow. as 
: December 14. 


Motor Gasoline 


- + 13Y-16.25 
-13Y-15.75 
1Y-13.75 


1V-13 
- -10.75V-12.125V 


il 


lest Texas 
28 4515.5, 
— 





SRBsVze 
88888 
errr 


aah 
dae 


suses 
RRR 


Bree rryetry 


VTL25W-11:75 


mercial consumers are 0.15¢ higher . 


Rangel No. 1.. 19, s75-12,3 35 
fuel....... 9.625-11 








NATIONAL PETROLEUM NEWS ° February, 1960 





Refinery and Terminal Prices 





ape Lubricating Oils 


Western Penna. 
Viscous Neutrais—No. 3 Col. Vis. at 


208 vis. (180 at 100°) 428 to 425 flash 


1. HS Aci. 8 ..10 ; 
6, j 3 only, ts one anueln 
vis. at 1 10 p.p. 


Kansas (for Kans. destination only) 


42-44 w.w. 
kerosi 10.75-11.25 
52 & above d.i. 


SSSeeu 
~ ~ 
a’ a” 


1 
= 
| 
5 
ti 
| 
20 


Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 218 
150-160 vis. 
0-10 p.t, 95 vi. .25 


Neutral veusttier: hanes 06 v. 1.8-10 pt 


Tampa, Fla. 
Kerosine, No. 1. .11.254-11.7A 


No. 2 fuel MA-llL.5A fees 
1A-11.5A Vis. at 100° F., FPB S. Tex. refineries for 
domestic and/or export shipment. 


Natural Gasoline 


: A Prices are to blenders on freight basis 
U. G. |. gas oil...11 shown; pA. into ‘coh ome or 
No. 5 fuel....... 9.1-9.2 lines may originate in any ~~ 
No. 6 fuel....... 8.35-8.45 district. Prices on basis of last ae 
otherwise designated. 


California—Los Angeles Dist. FoB 3 
Rack: Grade 26-70 
Stove dist. 45¢ 


ne OF saeeens 8.25-12 
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4 


LP-Gas 


Producers contract prices, tank cars 
New Y 
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Tank Wagon Prices 
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*Prices apply for kerosine only. 


No. & No. 
Philadelphia 7.45 fous, RS... 


itimore, Md... 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna, add if F 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 1 


Washington, D. C. 1,050 gal minimum 4. 3.28 
gai, 2¢ for under 100 gal. Taxes: Louisi: 


jana ine prices do not include 1¢ state tax. 
Notes: Kerosine/ No. 1—Atiantic City and Newark prices are for deliveries of 300 gal 
e. = add le for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
i ve regular. 








Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION ire chincals 


New York Sydney, N. S. Boston a 
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Tank Wagon Prices 
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7¢ state tax. State sales, occupation, consumer & use taxes to iin for deliveries ot 400 ga o 
c.t.w. prices at some points subject to varying discounts for of Cal. we 
Chevron 
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San Francisco, Calif... 18.3 
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Ss neon bs tn 0s br aw 
3¢ for gael ty car/truck trailer, deduct 3.5¢. 

Gasoline taxes: 9¢ Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
Notes: Prices are for min. 25-gal. de- 14 for 40-199 gal, 0.5¢ for 200-299 gal 
liveries. Gasoline—Premium-gr: tw. 
Ee hee above a ei se 

y . 
& consumers. (Prices are per | ; to arrive at price per U.S. 
Imperial vibes 


gal, subtract 1/6th.) 
Oil 


Port Arthur... 


Kentucky Standard 


“W. 
16,4 
16.3 
16.6 


Fla. 116.6 J 16.4 
Louisville, Ky. 16.7 é 16.6 Calgary, 
Edmonton ‘aita 


Taxes: Birmingham —_ taxes in- Vancouver, B. C. 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; Taxes: Gasoline taxes are provincial taxes. 
Mississippi 0.5¢. Note: Premium-grade tw above regular. 
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Gasoline Markets 
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District of Columbia. 
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NariNs 


SHIRA 
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Rhode island.......... 


North Carolina. 
PIII, coos ccs pats cecen cipuauioeaacts sadeeeess ike 
South Dakota 


Pp esncsdese 
Oklahoma sé 
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075 


752,000 


169, 192,000 


change in Dally Average... o.oo 


Percentage 


65, 142,000 


8,736 


per gallon. in addition there is the Federal Tax of three cents (3¢) per gallon. 


5 


see 


* These are State tax rates: 
(a) Not a State in 1958. 


tAlaska 








PETROLEUM CALCULATOR CARDS 


Figure yse our FAST, EASY-TO-READ 


top t 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1! TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 





New Feature: 1000 to 9000 GALS. in 1000 STEPS. 


FREE Description on Request 
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Gasoline Prices for 55 U. S. Cities 
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Service Station Building Permits: Third Quarter 


(Valuation in thousands) (Valuation in thousands) 


1959 1959 Total 
Geographic division July August September Geographic division July August September _ third quarter 
and State No. Val. No. Val. No. Val. and State No. Val. No. Val. No. Val. No. Val. 








112) «$1,867 109 $1,835 118 $1,862 
43 «31 450 27 462 

66 62 «69 194 

57 23 1 12 

159 19 10 175 

24 106~=C oi 5 

97 51 6 76 

0 13 «(0 0 


East South Central. 585 535 34 441 111 1,561 
118 «13 131 35 

43 12 192 «6 9 20 

30 8 390CisdG 184 

195 12 41 647 


Zanes 
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— @ oo 


908 98 239 
41 4 15 


1,464 1,385 1,400 7 
315 297 371 98 31 

698 783 3 656 997 

451 305 373 «67 


gases 


3,239 3,897 2,725 

20 383 150 
27 22 94 
38 29 0 
19 63 
86 107 

7 116 

40 265 
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2,033 2,117 135 1,758 429 
1,485 117 1,429 101 1,263 343 
236 «17 319 «18 207s 44 
312.9 369 «16 198 62 


742 $11,861 700 $11,677 714 $11,496 2,156 $35,034 
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3 
7 
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242 

110 

7 

1 

38 

4 

98 4 

18 

26 : Note: Building permits for Jan.-June 1959 appeared in the Nov. NPN, p160. + 
0 3 Source: Construction Statistics Office, Bureau of the Census. 


Building permits are issued for all types of construction—remodeling, additions, 
repairs, etc.—and should not be construed as representing only new stations, No adjust- 
ment has been made for lapsed permits nor for time lags between issuance and the time 
of construction. The report covers areas representing 80% of the nation’s 1950 nonfarm 
population. 
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Profitable Areas Open for Distributors 





The Complete 


Ge CYLINDER 
= STOCKS 


PUMPS 


Quart Stroke 
One Gal. Stroke For Greases and Fluid Lubricant 


Rotary Pumps 
Tank or Pedestal 


Mounting ame KERR—MCGEE OIL INDUSTRIES, INC. 


The GILSEN Line SToTRGMISCRALOULED KERR-McGEE BLDG, © OKLAHOMA CITY, OKLA. © PHONE CE 6-1313 


Fine Lubricating Qualitie: 








Write Today fo 


Thc GILSEN COMPANY, Vac. 
3200 West 22nd Street + Erie, Po 
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| FRUEHAUF — FIRST IN PROFITABLE TRANSPORTATION IDEAS | 





FRUEHAUF MAKES IT EASY 
TO BUY THE RIGHT TANK! 


If you have one or many liquid or dry commodities 
to haul in bulk, Fruehauf’s tank catalog makes it 
easy for you to choose the Tank-Trailer with the 
right specifications for the job and the locale. Speci- 
fications and options are listed and illustrated in 
detail. 


There are aluminum, steel, and stainless steel 
Fruehauf units designed to haul practically every 
liquid and bulk material safely and profitably. 
Safety equipment and accessories of every type 
are offered. 

The entire objective behind Fruehauf tank de- 
sign is to provide top versatility, top safety, and 
top hauling profit for you. This same policy under- 
lies Fruehauf’s unique method of tank production, 


Aegean 
i oo 4 
‘ea ae 


eF 


y 


including an automatic welding process with its 
finer welds. Fruehauf provides professional alumin- 
um welding repair facilities through-out the country 
in a nationwide sales and service branch network. 


All this adds up to convenience and profit in 
buying and operating Fruehauf Tank-Trailers. Be 
sure to compare to Fruehauf quality and service 
when you consider any kind of tank. 


Fruehauf builds a specialized Tank-Trailer for practically every liquid and bulk commodity. 


Insulated Steel And Aluminum 
Hot Commodity Vessels 


Steel, Aluminum, And Stainless 
Gasoline Transports 


4 


> 


Steel, Aluminum, And Stainless 
Petro-Chemical Trailers 


FRUEHAUF TRAILER COMPANY 


10948 Harper Avenue ° 


Detroit 32, Michigan 


PLEASE SEND THE DESCRIPTIVE NEW OPTIONAL EQUIPMENT FOLDER 


a 
RUEHAUF 


AND CATALOG SPEC SHEET ON FRUEHAUF TANKS FOR THE FOL- 
LOWING TYPES OF LIQUID OR BULK COMMODITY: 





Name. 


(Please Print) 





Cc 





Pp 


For Forty-Six Years—World’s ‘Largest 
Builder Of Truck-Trailers! 


Address 
City 


bd 
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THE PROBLEM: 


How do you check a dry-charged battery 
before the electrolyte is added to complete 
an electrical circuit? Here’s the Autolite 
answer that assures top quality control... 


Electronic “BRAIN” tests 
dry-charged Autolite 
batteries right on the 


production line 


ONLY FULL-POWER BATTERIES GET TO 
DEALERS’ SHELVES! 
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Testing batteries after manufacture used to be 
a simple operation. Any electrical tester could 
be attached to the battery terminals and the 
battery’s condition was known at once. But 
with dry-charged batteries, no electrolyte is 
present to complete the circuit and no such 
electrical test is possible! Reversed cells, dead 


Exclusive Autolite factory device 
performs seemingly impossible test 


cells, and dead batteries were hard to eliminate. 
Now Autolite has an electronic Pol-R-Tronic 
testing device that detects these manufacturing 
defects in seconds. Every Autolite Dry-Charged 
Battery gets this test on the line at the factory. 
Only top-quality full-power Autolite Batteries 
get to the dealers’ shelves. 


AUTOLITE 


Autolite Pol-R-Tronic tester is used in all Autolite battery 
plants to detect construction defects before dry-charged batteries 
leave the factory. Fast, simple test saves time, trouble, and 
expense of activation failures formerly found only when the 
battery was put into action at the point of sale! 


Dealers avoid embarrassing activation failures 
with Autolite Dry-Charged Batteries. And Pol- 
R-Tronic control is used for all Autolite Dry- 
Charged Batteries—from the premium Autolite 
staeful with Power Bond throughout the line. 


Another reason why the profit’s right with 


> AUTOLITE. carteries 


Hie TOS ee 


AUTOMOTIVE FARM FLEET 












































DIESEL 
The Electric Autolite Company, Toledo 1, Ohio 
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This is how M. M. Fowler relaxes in moments snatched 
from his many civic duties and his busy fuel oil business. 


Relaxed Solar Heat Dealer 
Warms City’s Heart 


to ‘= ie Everyone in Durham, North Carolina knows 


of Gulf dealer M. M. Fowler, Durham’s Man of 
the Year in 1953. When it comes to civic activi- 
ties, he’s probably the busiest man in town. He’s 
so busy he hasn’t time to run for mayor. 


“Tf I sold ordinary heating oil, I wouldn’t have 
time to work for the people of Durham,” says 
Mr. Fowler. “I’d be too busy answering com- 
plaints and making burner service calls. 


Mrs. Fowler is proud of her husband’s life membership in “But with hydrogen-purified Gulf Solar Heat, 
the YWCA! It was awarded for fund-raising efforts. 


I rarely hear of nozzle, strainer or filter trouble. 
My customers have fewer heating problems and 
I have time to do things I enjoy.” 


For full information on Solar Heat fuel oil and 
the many advantages you can enjoy as a Gulf Solar 
Heat brand reseller, call your nearest Gulf Office 
collect! Do it today. 


Go one better—Go Gulf 


be 


Two names familiar to everyonein the Durham/ Raleigh SOLAR HEAT 
area are Gulf Solar Heat and M. M. Fowler. heating oil 
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WHAT’S 
NEW 
IN 


EQUIPMENT 





Tank-truck faucet 

. . . in 3-in. size has a_high-tensile 
aluminum body with bronze adaptor. 
Swing-check disc holder lifts out of the 
ways to permit unobstructed flow. Out- 
let adaptor seat is removable. OPW 
Corp., 2735 Colerain Ave., Cincinnati 
25, Ohio. 


Fuel-oil pump 

- + . automatically supplies burner lo- 
cated as high as 20 ft. above tank at a 
capacity of up to % gal. per hour. For 
space heaters, ranges, water heaters, 
vaporizing furnaces, rotary and conver- 
sion burners. Controls Co. of America, 
Heating and Air Conditioning Controls 
Div., Milwaukee 45, Wis. 


Lever-type grease gun 

. . provides either high-pressure or 
volume delivery by shifting latch pin in 
handle from one slot to another. Full 
pressure up to 1,000 psi can be ob- 
tained with stroke length as small as 
Y%-in. to facilitate working in close 
quarters. Lincoln Engineering Co., 4010 
Goodfellow Blvd., St. Louis 20, Mo. 


Swivel check valve 

. . . between nozzle and gasoline hose 
swivels 360 deg. in two planes, protect- 
ing the hose from sharp bends and 
kinks. Flow restriction is said to be less 
than it is through individual check valve 
and multiswivel when used together. 
Buckeye Iron & Brass Works, P.O. Box 
883, Dayton 1, Ohio. 


Two-way radio 

. is said to be a low-cost, transis- 
torized mobile unit “well within the 
range of comparable tube-type equip- 
ment.” Available in 30-watt or 60-watt 
models, the RCA LD-150 operates on 
any frequency in the 148-174 megacycle 
band. Radio Corp. of America, 30 Rock- 
efeller Plaza, New York 20, N. Y. 


Permanent decals 


. . . are of the waterless, pressure-sensi- 
tive type, reverse printed on clear plas- 
tic. Can be used for product identifica- 
tion, special offers or tie-in sales. Avail- 
able in any shape and size. R.H. 
Goodman, sales promotion manager, 
Goodren Products Corp., 101 W. Forest 
Ave., Englewood, N. J. 


Chemical compound 

. . . for extinguishing gasoline and fuel- 
oil fires is called Nullifire. When intro- 
duced into water stream through an ed- 
ucator product, it’s said to extinguish 
fires in one-third the time of water fog 
and faster than either carbon dioxide or 
mechanical foams. Experimental quanti- 
ties available from Daniel Chemical 
Corp., 65 Grove St., Rockland, Mass., 
in 5-gal. cans at approximately $3.00 
gal. 


Overhead-door operator 


. » . handles service-station, truck garage 
or warehouse doors up to 10-ft. high 
and 20-ft. wide, of solid or sectional 
type. Successive operation of single but- 
ton control opens, stops and reverses 
motion. Safety feature stops door at 
slightest interference. Alliance Manu- 
facturing Co., Alliance, Ohio. 
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Gravity meter kit 

. . . for above-ground storage tanks pro- 
vides farmers and other consumers with 
a record of fuel consumption for tax- 
exemption purposes. Fits directly into 
hose outlet of tank and is said not to 
interfere noticeably with normal flow 
rate. Tokheim Corp., Ft. Wayne, Ind. 


Combination can spout 

. . and automatic transmission filler has 
two parts: a conventional, rigid can 
spout, and a detachable, 15-in. flexible 
spout with a tapered tip. Tip makes it 
possible to supply automatic transmis- 
sion fluid through the small openings 
found on many new cars. Plews Oiler 
Inc., 701 S. Seventh St., Minneapolis, 
Minn. 


5-gal. flaring pail 

. has a new leakproof, one-piece, 
one-seam, electrically welded body con- 
struction. Ears are riveted to body and 
doped to prevent leakage. Body and 
cover are both receptive to full color 
lithography. Continental Can Co., 100 
E. 42nd St., New York 17, N.Y. 


Hose-rack extinguishers 

- in 200- and 4-Ib. capacities, are 
pressurized, dry chemical units approved 
for flammable liquid, gas and electrical 
fires. Can be wall, floor or truck-mount- 
ed. When pressurized, head is said to be 
leakproof. Advertising Dept., Walter 
Kidde & Co. Inc., 657 Main St., Belle- 
ville 9, N. J. 
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fFasboy’ Pues 


For every size consumer- 
commercial account. 
MECO OF AUGUSTA, INC. 


Skyview Drive, P.O. Box 664, 
Augusta, Ga. 


NEW JERSEY 








BRILLIANT “DAY-GLO” 


CE SIGNS 


TELLS THE 


. TAX 


STORY! 


LARGE SIZE 
10” x 12” 





EMPRO PRODUCTS CO. 


357’ McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoin 
Neptune, Huffman Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


Petroleum Maintenance & Equipment Sales 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 0.P.W. 
Valves and Fittings, Gorman-Rupp, Fill-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
Pumps & Meters ond National Hose, Red Jacket Sub- 
mersible Pumps. 

211 Lincolnway West, New Oxford, Pa. 

MAdison 4-4131 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 








Oil Marketing 
Equipment Jobbers 


This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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Equipment 


New lift 


... of the frame-engaging type has long- 
reach, full-swiveling arms designed for 
easy application over the entire range 
of past and present chassis styles, in- 
cluding compact cars, foreign cars and 
sports cars. Globe Hoist Co., E. Mer- 
maid Lane at Queen St., Philadelphia 18, 
Pa. 


License holder 

. . . Offers a dry, dust-free storage re- 
ceptacle for vehicle records. An “O” 
ring-sealed, transparent cover pries off 
and snaps back in place, permitting 
quick inspection. Inner steel spring for 
retaining papers is cadmium plated. 
Betts Machine Co., Warren, Pa. 


Truck pump 

. is a split-shaft mounted, self-prim- 
ing centrifugal with high-pressure, high- 
capacity characteristics, for aircraft re- 
fueler service. Size 6 x 6 in., capacities 
from 400 to 1,400 gpm. The Gorman- 
Rupp Co., 305 Bowman St., Mansfield, 
Ohio. 


Power take-off 

. is a full-torque, flywheel unit for 
heavy-duty International trucks. De- 
signed for aircraft refueling and other 
operations where high torque and horse- 
power outputs are required. Fits in same 
area as truck’s original bell housing. In 
ternational Harvester Co., 180 N. Michi- 
gan Ave., Chicago 1, Ill. 


Bituminous truck tank 

. of double-tapered shape completes 
the range of four designs in the Etnyre 
line. The new design is said to offer 
positive center drainage with greater 
tank strength through the use of a coni- 
cal cross-section shape. E. D. Etynre 
& Co., Oregon, Ill. 


FDF valve line 

. . . for fueling and defueling aircraft 
includes four new models, smaller and 
lighter than similar equipment now in 
use. With these accessories the truck op- 
erator can switch flow from fuel to de- 
fuel with a ¥%-inch turn of the valve. 
The Gorman-Rupp Co., 305 Bowman 
St., Mansfield, Ohio. 
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TERM INAL your liquid handling equipment will STORAGE 


give you ti ighter connections . . . reduce 
EQUI PMENT vapor loss . . . operate with less mainte- TAN w 
nance cost . . . longer life—if it is en- 

gineered and manufactured by Wheaton. EQU sian ENT 
Over 67 years of experience have gone Poy 

, ; me an 7 

into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton quality—and the 
reason why so many oil and chemical 
companies standardize on Wheaton. 
Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


here TRUCK TANK 
ASSEMBLIES EQUI PM ENT 


Wheaton 
AUTOMATIC 
TANK GAUGES 


SLIDING TUBES AND 
SPOUTS 


Wheaton . 
SWING JOINTS } Wheaton 
fw. 4 ‘a GAUGE HATCHES 


DOUBLE STEEL Wheaton . 8.) fh™ Wheaton 
Stem RANGED SWING JOINTS yo EMERGENCY VALVE EXTERNAL VALVES THERMOMETERS. 
( ED) (THREADED) OPERATORS 


Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 
WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany * Ljungmans, Malmo, Sweden * Baza S RL, Buenos Aires, Argentina, S.A. 


“a Vheaton 


the best by every standard 
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Literature .. . 
Truck engines 

. in the new Diamond T line of 
Super-Service gasoline power plants are 
illustrated and described in 16-page, 
three-color book. Charts show horsepow- 
er output and torque of the various en- 
gines. Diamond T Motor Truck Co., 
4401 W. 26th St., Chicago 23, Ill. 


SAE handbook 

. . . for 1960 has new reports on motor 
fuels, truck transmission test code, me- 
chanical power outlet test code for meas- 
uring the power take-off of automotive 
vehicles, air brake reservoir test code 
and inspection procedure. Society of Au- 
tomotive Engineers Inc., 485 Lexington 
Ave., New York 17, N. Y. Price $20 
per copy to nonmembers. 





Modern farming calls for modern 
fuel handling — AND IT COSTS NO MORE! 


SWITCH YOUR FARM 
CUSTOMERS TO 


Now it costs no more to equip your 
farm customers right—with pumps. And 


the advantages are many. You cut 


down driver’s service time... build up 


customer loyalty. Modern methods 


mark you as modern, too! Farmer 
reduces fire hazards... and saves 


precious time, since mobility of skid 
tank permits refueling anywhere. 
Tokheim High-Vacuum Hand Pumps 
deliver up to 20 g.p.m. Continuous 
delivery. Low cost; ruggedly built; 


require minimum maintenance. 
Get the complete facts from 
your Tokheim representative. 


LOADED WITH MODERN FEATURES! 


e Faster, easier installation with bung 
adapter that swivels e Flexible diaphragm 
of tough, molded synthetic material 
e No piston to leak, stick, freeze or jam 
e Stainless steel shaft, valves, springs 
e Die-cast aluminum alloy housing — 
corrosion-resistant in and out e Sliding 
suction tube adjusts itself to tank depth 


TOKHEIM SERIES 688 HIGH-VACUUM HAND PUMP 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 Wabash Ave. SINCE 1901 


Fort Wayne 1, Ind. 





Subsidiaries: Tokheim N.V., Leiden, Holland — GenPro, Inc., Shelbyville, Ind. 


HAND PUMPS 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
in Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 
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Tuneup manual 


. . devotes special attention to spark 
plugs. Explains detection of ignition 
faults with the ACilloscope; analysis of 
plug condition; how to install and re- 
move plugs; as well as carburetor, tim- 
ing and distributor adjustment. A-C 
Spark Plug Division, General Motors 
Corp., Flint 2, Mich. 


Warehouse trucks 

. . are the subject of a new folder 
that presents advantages of specific de- 
signs such as underslung trailers for 
drums, stock trailers with chart holder 
for speeding up stock selection, and a 
turntable tilt truck. Palmer-Shile Co., 
16061 Fullerton, Detroit 27, Mich. 


Heavy burners 

. . for commercial and industrial ap- 
plications are covered in a new 12-page 
illustrated catalog. Covers both oil burn- 
ers and auxiliary equipment. An “Index 
and Selection Chart” is designed to sim- 
plify choice of appropriate units for any 
application. Jron Fireman Manufactur- 
ing Co., 3170 W. 106th St., Cleveland 
11, Ohio. 


Translucent panels 

. . . for building purposes are presented 
in a new catalog. Includes scale draw- 
ings of all panel types and accessory 
framing sections. Catalog also illustrates 
several major installations of Sanpan 
panels. Panel Structures Inc., 45 Green- 
wood Ave., E. Orange, N. J. 


Radio bulletin 

. . . describes how the new Transistor- 
ized Progress line of two-way mobile 
equipment can be installed in a variety 
of positions in cars and trucks. Charts 
are included showing the battery effect 
of the low power draw (0.04 amp.) on 
standby, with engine off, ready to re- 
ceive in full volume. General Electric 
Communications Dept., Lynchburg, Va. 


Predetermining counters 

. of mechanical, electromagnetic and 
photoelectric type are described in a new 
four-page folder, known as Form No. 
227773. Counters described are of the 
kind used for preselecting a desired 
quantity simply by setting a number on 
the face of the instrument. Veeder-Root 
Inc., Hartford 2, Conn. 


Evaporation losses 

. . . during loading, in transit and un- 
loading of tank cars, trucks and marine 
vessels are the subject of a new bulletin 
No. 2514. Includes vapor-pressure charts 
and loss rates for various types of op- 
erations. Price $1.00 from the American 
Petroleum Institute, 1271 Sixth Ave., 
New York 20, N. Y. 
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When you want 
new ideas in containers... 
Count on Crown 


The famous Crown “F- 
Style’, ideal for many auto- 
motive chemicals, waxes, 
polishes, and petroleum by- 
products. An outstanding 
example of practical pio- 
neering by Crown, its 
bottom is recessed to per- 
mit firm stacking. 


Many of your display and merchandising problems can be 
simplified by attractive and efficient containers. And you can 
count on Crown .. . for the finest weather-resistant, 

color-fast lithography . . . for long experience and extensive 
facilities to ease your production. For practical pioneering 

. .- Count on Crown! 


for cans - crowns - closures - machinery 
eEy CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadelphia 36, Penna. 
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Equipment 


Equipment Suppliers . . . 


Globe Hoist has signed up Northwest 
Pump & Equipment Co. to handle its 
line of automotive and heavy-duty truck 
hoists. Northwest has branches at 2927 
Ist Ave., Seattle; 325 N.E. 20th Ave., 
Portland; and N. 210 Helena, Spokane. 

& 

Snap-on Tools Corp. of Kenosha, 

Wis., has bought out Judson Engineering 


Corp., 96 South Ave., Natick, Mass. 
Wheel balancing and aligning equipment 
made by Judson has been sold for sever- 
al years through Snap-on’s distribution 


CAN CLOSING MACHINES nore 





RNG Oil Equipment Co. Ltd., now 
has its Montreal headquarters located in 
a new combination office-warehouse-serv- 
ice building that’s four times the size of 
the old quarters. Features are a meter- 
testing unit and a two-day service area 
that can handle 60-ft. semitrailers. 

President is Gerald Mclver. New ad- 
dress is 3311 St. Joseph Blvd., East, 
Montreal. Lines handled are Ever-Tite, 
Hannay, Gasboy, Gorman-Rupp and 
Buckeye. Recently added is the HRB- 
Singer fuel-use computer. 

© 
Angelus seamers are designed to meet the Lion Uniform reports favorable com- 
round can closing re ments pop a message oe recently 
to top oil management. In its message 
petroleum products, Lion makes the point that the way a 
up to 500 cans per dealer dresses can in itself establish his 
status as a competent person. 

Even the uniform fabrics, says Lion, 
should set the dealer apart from farm 
and shop workers. In that way he can 
best reflect the image the marketing 
company seeks to create. 

s 

Sun Electric Corp., Chicago, has 
started to build consumer interest in 
tuneup and related services for the bene- 
fit of dealers who use Sun electrical 
testing equipment. Sun’s “Satisfaction 
Guaranteed” program is built around 
consumer advertising in “Popular Me- 
chanics” and “Saturday Evening Post.” 
Dealers get a three-color display poster 
and a free subscription to a company 
magazine of service tips called “Sun- 


Rays.” 
6 
Du Pont is talking up a new type of 
air-filter cartridge made of urethane foam. 


Like the metallic mesh types that pre- 
ceded the expanded paper elements now 
generally used, the urethane-foam el- 
ments are oil-impregnated and have to 
be cleaned and reoiled periodically. 


Sanitary Can Machine Company 
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The National Board of Fire Under- 
writers is suggesting a new project for 
the Operations and engineering commit- 
tee of American Petroleum Institute. 

Vandals have been visiting service 
stations in Pawtucket, R.I., at night, 
wedging nozzle hooks in the open posi- 
tion and turning the electrical switch to 
“on.” 

In the morning, when the master 
switch in the station is closed, gasoline 
floods the street before it’s detected. 
NBFU wonders what’s the best counter 
move? 


* 

Pure Oil Co. has designed a portable, 
collapsible box in which a sample of jet 
fuel can be examined through a light 
beam. Pure says a tester can be trained 


in a short time to tell whether fuel is | 


clean enough to meet requirements. 


New applicants for active membership | 


in National Assn. of Oil Equipment Job- 
bers include: 
Mfg. Co., P.O. Box 298, Springfield, Ill. 

C. Schultz is president; 
kin, sales manager; J. E. Slaughter, sec- 
retary-treasurer. Johnson Welding & 


Equipment Co. Inc., 2470 Pennsylvania | 


Ave., Madison 4, Wis.; E. M. Ellis, pres- 
ident; 
er; Edward H. Walke, service manager; 
Kenneth Felix, field engineer. 


] 
Pullman Vacuum Cleaner 


line of portable cleaners offered with 
special oil-company identification decals 
in appropriate oil-company colors. 
a 

American Felt Co. of Glenville, 
Conn., 
type of industrial filter cartridge. Filter- 
ing medium is “Feutron,” a synthetic 
fiber felt expected to find numerous 
applications. 


Power Brake Equipment Co. of Port- | 
land, Ore., has invented a new way to | 


use the truck engine as a brake. Involves 


installation of a stainless-steel manifold | 
and butterfly valve that builds up mani- | 


fold back pressure. 
a 


A new Wilco jet refueler on a White | 


chassis went into service recently for At- 
lantic Refining at the Tampa airport. 
The 8,000-gal. truck has two steerable 
front axles and weighs 80,000 Ibs. loaded. 
a 

Western Unit Corp., 17747 E. Rail- 
road St., City of Industry, Calif., is now 
manufacturing 
Smithway fifth wheel for 2-axle pull 
trailers. 








Starting this month 


What's NEW in PREMIUMS 


A new NPN department, designed to help you 
make more money through effective promotion 


Starts on page 181 








Certified Equipment & | 


Larry Mini- | 
Irvin L. Smith, secretary-treasur- | 


Corp., 
Boston, has added the Gulf brand to its | 


is putting on the market a new 








and distributing the | 


1825 Shermer Road 


‘decrease the problems —increase your profits in fuel oil te 


Specify Ardmore Hose Reels for your fuel oil delivery 
trucks for quality construction and the best in performance. Full 1 
| flow fittings keep head loss through reel line to a minimum. Ruseet Be 
_” built to withstand all hose line pressures. For complete 
- information write for the Ardmore Hose Reel Catalog. 


ARDMORE PRODUCTS 


Northbrook, Illinois 


Eastern Office: 612 Commerce Road, Linden, N. J. 


HYDRAULIC 
ELECTRIC 

AIR 

HAND OPERATED 
MODELS 
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COMPLETE 
CHOICE OF 
SIZES 

and 


CAPACITIES 








Equipment 
Equipment People . . . 


Richard C. Sla- 
winski has been 
named district 
manager for 
Wheaton Brass 
Works for the 
Ohio, Michigan, 
Indiana and Ken- 
tucky territory. 
He is located at a 
newly established 

Wheaton branch 
F office at 1940 E. 
Slawinski 6th St., Cleveland. 
Slawinski is a design engineer with an 
engineering degree from Stevens Insti- 
tute of Technology. For the past three 
years he has been assistant to Wheaton’s 
vice president in charge of sales. 

s 

Fenton J. Dowling has been named 
manager of the marketing division of the 
Canco sales department of American 
Can Co. He succeeds Edward K. Walsh, 
who has been promoted to assistant to 
the vice president in charge of sales. 

* 


Emil Georg, who heads the Atlanta 
distributorship bearing his name, has 
completed his 25th year as district man- 
ager for Bennett pumps in the Southeast. 
The factory has observed the anniversa- 
ry with special congratulations from 
Bennett vice president S. K. Makemson. 


ANOTHER NEW 
PETELCO PRESTIGE LIGHTING 
UNIT TO ENHANCE THE 
FINEST STATION ARCHITECTURE 


Russell W. Wet- 
jen has _—ibeen 
named vice presi- 
dent and general 
manager of the 
Granberg  subsidi- 
ary of the Ameri- 
can Meter Corp. 
Wetjen also holds 
a similar post at 
Buffalo Meter 

Co., Buffalo, N.Y., 
a where American 
Wetjen Meter will con- 
struct new testing and assembly facilities 
for its newly acquired Granberg line. 
Wetjen was at one time president of the 
Perfect Propane Gas Co., of Hawley, Pa. 
Before going with Buffalo Meter in 1958, 
he was sales manager of the petroleum 
and industry division of Neptune Meter 
Co. 


ae 

Wentworth Smith, a vice president of 
Neptune Meter Co., and formerly head 
of the company’s Liquid Meter Div., has 
been promoted to marketing vice presi- 
dent of the Neptune organization. At the 
same time, John J. Carroll, also a vice 
president and formerly in charge of liq- 
uid meter sales, has been promoted to 
general manager of the Liquid Meter 
Div. Smith has been with Neptune since 
1949, most of the time as general sales 
manager. Carroll started as Indiana 
sales representative in 1937, became dis- 
trict manager at Louisville and transfer- 





The new 
stations. 


Petelco V-T exem 
- modern ; lighting equipment for 


Recent adore t intensities not 
lrg dip tr) Nie oe 4 


it quality make a tr cigniiced ren 
Coacee ateacting qualities. of service pre rbi 


red to New York as assistant general 
sales manager in 1953. 


K. H. Zinsmas- 
ter has been pro- 
moted to vice 
president and gen- 
eral manager of 
Aro Equipment of 
Canada Ltd. He 
was associated 
with the parent 
company, Aro 
Equipment Corp., 
Bryan, Ohio, since 
1931 in a series of 

Zinsmaster accounting, _pur- 
chasing and production capacities until 
his transfer to Canada in 1957. 

= 


Paul G. Glas- 
meier has _ been 
named assistant 
sales manager as- 
signed to national 
accounts for Big 
Four Industries 
Inc., Foster, Ohio. 
He will concen- 
trate on the major 
tire and petroleum 
marketers. Since 
1950 he has been 
Michigan sales re- 
presentative for Big Four, based at 
Detroit. 


Glasmeier 


the latest in: 
modern service. 


the 
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Ven I. Me- 

Carthy Jr., 32, 

has been named 

president and di- 

rector of market- 

ing of Vulcan 

Containers _Inc., 

Bellwood, Ill. He 

succeeds Vern i. 

McCarthy Sr., 

who moves up 

chairman of the 

board. The new 

president has 

been with Vulcan for the past 15 years 

in a series of posts, most recently as 

vice president and director of sales. He 

holds either personal or corporate mem- 

bership in the Independent Oil Com- 

pounders Assn., National Lubricating 

Grease Institute, Can Manufacturers In- 

stitute, Steel Shipping Container Insti- 
tute, and the Packaging Institute. 


Tom R., Bradley has been named vice 
president in charge of sales for Warner 
Lewis Co., division of Fram Corp., in- 
dustrial filter manufacturer of Tulsa. 
Bradley has been with Warner Lewis for 
the past eight years, most recently as 
sales manager. 

* 


Eugene W. Gehm has been named 
sales manager of Vulcan Containers 
Inc., Bellwood, Ill. With Vulcan for the 





past 13 years, Gehm was formerly as- 
sistant sales manager. 


* 

Plewke Equipment Co., Chicago oil- 
equipment jobber, has made changes in 
officers coincident with the announce- 
ment of plans to reconstruct its office 
and warehouse, burned out last year, at 
1746 W. Madison St. Walter H. Plewke, 
founder of the firm, is now chairman of 
the board; Jack Kenney assumes the 
presidency; and Mel Erickson is vice 
president for sales. 


a 

Shields, Harper & Co., Oakland, Cal., 
has made a number of changes in ad- 
ministrative and sales personnel, includ- 
ing six new territorial assignments. Sam 
Klinefelter has been named division sales 
manager at Seattle. He has been in the 
Northwest area in sales and manage- 
ment posts for the past 22 years. Ken 
Elslip is now sales-service representative 
in the Spokane area; Gordon Becker 
covers the Walla Walla area; George 
Bent takes the post of Northwest opera- 
tions manager. At Los Angeles, Bob 
Payne is the new operations manager; 
Jim Barnes is sales supervisor; Edwin 
Thacher is special sales representative in 
Los Angeles; Owen Widdicombe is gen- 
eral sales representative in Pomona. At 
the Oakland division, Ed Osborn is now 
industrial sales representative in San 
Francisco, and Dan Purnell is industrial 
sales representative in Oakland. 





M. M. Anderson has been made vice 
president, engineering, at Stran-Steel 
Corp., of Detroit. He will make his 
headquarters in Stran-Steel’s recently 
completed engineering center at Terre 
Haute, Ind. An engineering graduate of 
the University of Michigan, Anderson 
has been with Stran-Steel for the past 15 
years. Among the company’s products 
are pre-engineered steel buildings. 

s 


New Training Plan 


OIL-JOBBER and major-company sales- 
men who call on service-station opera- 
tors can get some selling practice with 
the aid of a novel day-long training 
program available from Du Pont. Main 
feature of the program is a film de- 
signed so that salesmen have a chance 
to “talk back.” 

Faces of typical station operators are 
shown uttering typical buying objections. 
After each objection the salesmen have 
from 30 to 90 seconds to answer and 
try to close the sale. 

To make it seem as real as possible 
the dealer often interrupts the salesman 
to take care of a customer. Although 
the program is sponsored by the anti- 
freeze department, most of the situations 
are of a general nature, applicable to 
the sale of any merchandise bought by 
service station dealers. 


P-400 Spotlights. Use Singly 
or in clusters. 


2) A eon that puts the light where 


reap ae 
the entrance ways of 


Py oe the oro under the hood, and at 


Write for information on the new Petelco V°T today. 
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 Petelco V+T for good | 
lighting where you 


E TELCO me 





ROTABOY- 
COUNTER 


7 ¢ IT 
MEASURES A 
TAS 20 G.P.M. 


2 Units 
eee 
At Really 
Low Cost 





CONSTRUCTION 


For complete customer 
satisfaction, use this fast 
20 G.P.M. Rotaboy with 
built-in counter... it 
costs little more than 
pump alone. Over 20 out- 
standing models to choose 
from, all “job-designed”’ 
to fit the particular need. 











Stallation on all types of 
aboveground tanks. Model 
1200C, above, for “direct- 
mount” on underground 
tanks. 


At left is Model 1250C, 
pedestal base style. 


Write For NEW Catalog 


WILLIAM WILSON’S SONS, INC 


We taktelel (tim act elale] 








Equipment 


Mobile Display Clicks 


ARO EQUIPMENT?’s lube demonstration units on wheels have done so well in 
their first year of service that Aro is now starting a round of service clinics. 
Aro will also expand the original fleet of four trucks by adding several new units. 
Aro reports oil company people at home offices and at district and division 
offices have welcomed a chance to visit the mobile unit while it’s parked at the 
curb. Because of the interest shown, the company believes the trucks will be 
equally effective in demonstrating service and maintenance procedures. 


Jet Hydrant Cart 


RICHFIELD OIL CO. supplies jet fuel to American Airlines at Los Angeles 
with five of these Pryor hydrant carts. There are no pumps on the cart because 
the underground system is pressurized. Mounted on a Dodge chasis are a 
Warner-Lewis filter, an A. O. Smith 600-gpm meter, and a Hannay hose reel. 
Other components include National hose; Buckeye nozzles; Harwood venturi, 
water control, and flow rate valves; Pryor control apparatus. The 4-in. inlet 
is fitted with a Pryor pipe-and-swing-joint boom instead of a hose. 
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IN EATON 2-SPEED AMLES | 
it’s the 
PLANETARY 
_ that makes 
j the 
difference! 


® 


/ 


REDUCES STRESS AND WEAR 
ADDS TO AXLE LIFE - CUTS MAINTENANCE 
KEEPS TRUCKS ON THE JOB + LOWERS OPERATING COST 


Eaton’s exclusive planetary construction distributes 

gear-tooth loads over four “planet” gears, holding 

stress and wear on any one gear tooth to a minimum. 

Completely locked out in the high speed range, these 

four gears rotate only slowly in the low speed range. 

The result is quiet operation, easy clash-free shifting, 

minimum wear, materially longer axle life. This rugged 

planetary design, plus forced-flow lubrication enables 

Eaton 2-Speeds to establish outstanding performance 

records. Eaton 2-Speeds also reduce stress and wear More than Two Million 
on engines and all power transmitting parts; they — onan coomien ot 
make it possible for trucks to haul more, quicker, see your truck dealer. 
longer, at lower cost. 








AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


PRODUCTS: Engine Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet Engine Parts * Hydraulic Pumps 
Truck and Trailer Axles * Truck Transmissions * Permanent Mold Iron Castings * Automotive Heaters and Air Conditioners 
Fastening Devices * Cold Drawn Steel * Stampings * Forgings * Leaf and Coil Springs * Dynamatic Drives and Brakes 
Powdered Metal Parts * Gears * Variable Speed Drives * Speed Reducers * Differentials * Centralized Lubrication Systems 
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Tires-Batteries-Accessories 








WHAT’S 
NEW 
IN 
TBA 





New tire models 


. . . and new sizes have been introduced 
by Seiberling in the premium and first- 
line levels. A feature of both lines is a 
new high-dispersion black rubber tread 
compound. First line is offered in all 
variations including compact car sizes. 


Backup light 

. in a new sealed-beam version has 
been developed by Westinghouse. Manu- 
facturer claims it provides usable light 
for 20 to 30 ft. behind the car. Also 
throws light in a 50-deg. radius around 
the back of the car, adding to safety of 
right and left maneuvering. 


Italian Company Introduces Interchangeable Tread 


THE PIRELLI TIRE (left), shown at Turin, Italy, last fall, has a three-ring 
interchangeable tread. Tread rings of slightly smaller diameter than the carcass 
fit into channels on the deflated casing (right). 


Carburetor exchange 


. inaugurated by Holley offers new 
carburetors at prices said to be only 
$1.50 to $6 more than those for rebuilt 
carburetors. Formerly, new carburetors 
averaged slightly more than double the 
cost of rebuilts. At the same time Holley 
has brought out a new line of carburetor 
repair kits containing needle and seat 
assemblies, gaskets, power valves and an 
accelerating pump diaphragm or pump 
plunger. Holley Carburetor Co., 11955 
E. Nine Mile Rd., Warren, Mich. 


NOW! Refinished 
INDENTED COMPUTER WHEELS 


for as little as 


9’ 


PER COMPLETE SET 
Of 18 WHEELS 
F.O.B. East Dedham, Mass. 


You can get refinished gasoline pump com- 
puter wheels (with INDENTED figures) by 
sending in your used, old-style computer 


wheels as exchange replacements. 


Save 


money in your peony program, reduce 


maintenance costs, an 


insure longer com- 


Gasoline can 


. in 5-quart size offers the extra ca- 
pacity needed for fuel mixing. Known 
as the Porta can, it’s claimed to provide 
additional safety and convenience due to 
its wide base and resulting low center of 
gravity. Edward Can Co., 6260 N. North- 
west Hiway, Chicago 31, Ill. 


puter life in-the-field. Try our GUARAN- 

TEED service and prompt delivery for the 

very finest there is in computer-wheel and 
totalizer refinishing. 


WRITE TO-DAY 
for Complete Details 


Dual battery 


. . - has a terminal hookup that is said 
to supply 6-volt current for lighting and 
ignition circuits of 6-volt cars and 12- 
volt current to the starter. Made by the 
Hester Battery Manufacturing Co., 
Nashville 10, Tenn. 


the Cambridge company 
80 MILTON STREET, EAST DEDHAM, MASS. 
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a century 


BEFORE YOU BUY A PUMP 


ask yourself these simple questions 


THE MOTORPUMP 


The most complete line of close- 
coupled centrifugal pumps avail- 
able, % through 75 hp... 
deliveries to 3200 gpm. Designed 
and built for maximum perform- 
ance under flooded suction condi- 
tions, they operate equally well in 
any position and require no special 
mounting or baseplate. 


Since better than 80% of all 
storage facilities are above 
ground, straight centrifugal pumps 
or “Vapor-flo” units should be rec- 
ommended on most installations. 


1860 — 1960 


THE “VAPOR-FLO” 
MOTORPUMP 


There’s no other pump avail- 
able with patented features as 
found in the “Vapor-fio” Motor- 
pump. Under flooded suction con- 
ditions subject to vortexing or 
vaporizing, these self-venting units 
handle and discharge vapors while 
continuing to pump. They will not 
vapor-bind or clog .. . are ideal 
for transport unloading. 


Why pay up to 30% premiums 
and lose up to 20% efficiency with 
self-primers when not needed. 
Ingersoll-Rand “Vapor-flo” Mo- 
torpumps are available through 
7% hp for deliveries up to 425 
gpm. 


of pump progress 


OTHER I-R PUMPS 
FOR THIS SERVICE 


Cradle- 
mounted pumps 


Horizontally split, double 
suction pumps 


Self-priming pumps 


from the leading manufacturer . . . 


77A9 
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Ingersoll-Rand 


11 Broadway, New York 4, N. Y. 





YOUR DEALER JUST RELINED 
THAT CAR’S BRAKES... 


should you be worried ? 


























Not at all, provided your dealer used quality brake lining like 
Raybestos, and also knew how to do the brake work. On the 
other hand, if the linings were not top-flight and the job not 
skillfully done you should be genuinely concerned, for that 
motorist is not going to have a very high opinion of your 
company once he realizes that he has spent good money for bad 
brake work. 

So it’s mighty important that you control the quality of your 
dealers’ brake service by making sure that they use only the very 
best linings, linings like Raybestos . . . which are backed by 
decades of pioneering research, the most advanced manufactur- 
ing methods, and exhaustive testing. Couple these superb linings 
with Raybestos’ thorough training programs at local brake 
service clinics and at its own factory schools . . . and you have 
the formula that strengthens customer loyalty and increases 
sales of your petroleum products and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

RAYBESTOS-MANHATTAN, INC., Brake Linings * Brake Blocks * Brake Fluid * Clutch 
Facings ¢ Industrial Rubber « Mechanical Packings *« Asbestos Textiles * Engineered 
Plastics * Sintered Metal Products « Rubber Covered Equipment « Laundry Pads and 
Covers * Abrasive and Diamond Wheels «¢ Industrial Adhesives * Bowling Balls 
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Steel and nylon 


. are used to impart top strength to 
the new U.S. Royal Super Fleetmaster. 
The new truck tire is priced, depending 
on size, at about 20% above standard 
rayon original equipment truck tires. 
Available in sizes ranging from 7.50 
x 20 to 11.00 x 24, tubed and tubeless. 


Off Kar Kit 


. is the name of a Rochester carbu- 
retor cleanout and light repair package. 
Includes gaskets needed for reassembly 
after cleanout, plus needle and seat, 
pump plunger and boot, clips, float gages 
and cotter pins. United Motors Service 
Div., General Motors, Detroit 2, Mich. 


TBA Literature... 





Filter chart 


. is the newly designed Purolator wall 
chart. Lists every American automobile, 
each model, and the oil, air and fuel 
filter for that car. Also includes oil and 
air filter stock numbers for Purolator and 
all competitive makes; and a list of Puro- 
lator refills for foreign cars and light 
trucks. 
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Exhaust-system manual 


. . » prepared by AP Parts Corp. is said 
to be the first comprehensive installation 
guide ever published. In color and fully 
illustrated, the 36-page manual explains 
the use of lifts and jack, common and 
special tools. A section is devoted to 
those muffler and tail-pipe jobs indicated 
as troublesome in a dealer survey. 


Tire guide 


. . is a revised 1960 edition containing 
complete comparative tire level charts 
with current price lists on passenger and 
truck tires. Published by Elgar Co., 2 E. 
23rd St., New York 10, N.Y. Price $2.00 
each, 5 copies for $7.50. 


Full-flow cartridge 


. of the spin-on replacement type, 
employs a new filtering medium claimed 
by the manufacturer to be 20% more 
efficient than the pleated paper filtrants 
generally used in automotive oil filters. 
Applies to most cars in the Ford and 
Chrysler family. Wix Corp., Gastonia, 
N.C. 


son. Matson has gone into business for 
himself as a dealer and now operates 
a Hancock service station in the San 
Francisco area, 


» 
William F. Tremmel Jr. has been 
named manager of TBA sales for the 





Westinghouse miniature lamp depart- 
ment at Bloomfield, N.J. Holder of a 
master’s degree in business administra- 
tion from Rutgers University, Tremmel 
has been with Westinghouse since 1953, 
most recently as staff assistant to the 
manager of the large lamp department. 





SMOOTH AND EASY 


Smooth and easy . . . and absolutely dependable. 
The proven SCULLY Nozzle, SCULLY’S exclusive 
Anti-drain Valve, and a new, reparable Swivel 
have now been combined in a single rugged unit: 
the new SCULLY Type COM Nozzle. In one major 
engineering advance, all the incomparable speed 
and ease so long associated with SCULLY 
components are now at your service in one compact 
nozzle for even more profitable fuel oil delivery. 


Brake catalog 


. .. has been expanded to include power- 
brake repair kits and many other addi- 
tions and changes in the Wagner Lock- 
heed line. New type faces and edge- 
marked index have been designed as 
quick reference aids. Wagner Electric 
Corp., 6400 Plymouth Ave., St. Louis 33, 
Mo. 





TBA People... 


Compare this list of important features with those 
of any competitive nozzle — most of which have 
not shown major improvements since the days 
of the horse and buggy. 





David S. Rein- 
hardt is now as- 
sistant sales man- 


ager of Du Pont’s 
Zerone-Zerex de- 
partment. He was 
formerly district 
sales manager at 
New York. He is 
succeeded at New 
York by W. Don- 
ald Bowersox, who 
has been _ trans- 
ferred from Den- 
ver where he held a similar post for 
the past six years. The new Denver dis- 
trict manager is George R. McKinney, 
a former territory representative, who 
has been a marketing specialist at Wilm- 
ington for the past two years. 
2 


Both the east and west Tidewater or- 
ganizations have made TBA changes: 
Robert G. Dow is now TBA manager 
in New York, taking over from W. T. 
Keller, who has resigned to go with the 
Batten, Barton, Durstine & Osborn ad- 
vertising agency as merchandising man- 
ager. W. N. Pilch moves up to Dow's 
former spot as field supervisor of TBA. 

F. Joe Giardina is now TBA manager 
at San Francisco, succeeding W. J. Mat- 





| 
| 
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FASTER DELIVERIES 
ABSOLUTE FLOW CONTROL 
MINIMUM HYDRAULIC SHOCK 
INTEGRAL REPARABLE SWIVEL 
NO AFTER-DRIP 

COMPACT, RUGGED DESIGN 
PROTECTED SEAT 

EASE OF REPAIR 

LIGHT WEIGHT 


IN CANADA: 


©1959 by SCULLY Signal Company 





TEA CUP OR A TANK CAR 


For more information call collect NOrmandy 5-3900, or write 
to SCULLY Signal Company, Dept. B, Melrose 76, Massachusetts 


SC 5 @ ho ys SIGNAL COMPANY 
MELROSE 78, MASSACHUSETTS 
E. S. Gallagher Sales, Lid. 10 Hafis Rd.. Toronto, Ontario 
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Russell W. Hig- 
gins has been 
named assistant 
general sales man- 
ager of _ replace- 
ment sales at Elec- 
tric Autolite Co., 
Toledo. Since 
1937, starting as a 
territory represen- 
tative in Atlanta, 

: Higgins has moved 

up through the 

Higgins Autolite Sales de- 

partment. Among other posts, he was 

district manager in Minneapolis, division 

manager in New York and Southern re- 
gional manager. 


P. T. Cody has 
been promoted to 
western _ regional 
manager for 
United Motors 
Service Div. of 
General Motors 
Corp. He succeeds 
R. H. Rutherford 
who has__soObeen 
granted leave of 
absence for reasons 
of health. Cody’s 

Cody 14 - year record 
with U-M-S includes service in Minne- 
apolis and Omaha and as zone manager 
in Chicago and Los Angeles. 





LIGHT cence" 


HEAVY GRADE 
‘ 


STOCK TWO GRADES OF OIL 
... blend the grades you need! 


New Blackmer Vari-Flo Proportioning puts the flexibility of 
line-blending well within reach of even small bulk plants and 
refineries. In fact, savings over batch-blending and other obso- 
lete handling methods quickly pay for a Blackmer system. With 
burner fuels, for example, you can stock No. 2 and No. 6, blend 
intermediate grades directly into trucks. Just “dial” any ratio 
instantly and accurately. There’s never too much nor too little. 
With Vari-Flo, you mix exactly what you need — when you need 
it. You simplify handling, save on piping, tanks, plant space, 
transfer equipment, and inventory of finished stocks. Learn 
now how to streamline your operation, and multiply profits with 
Blackmer Vari-Flo Proportioning. 


FREE CATALOG Write for Bulletin 600 


(as iTeltlre Miralehi-valelemmatelate tate) 
e 


VARI-FLO PROPORTIONING 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICH. 


See Yellow pages for your local sales representative 


INTERMEDIATE GRADES 


equipment 





You're right. W. A. Robinson of 
General Tire is not a Canadian, and 
Ken Marriott, Shell Oil Co. of Canada, 
is not in the tire business. Pictures in 
which they appeared were inadvertently 
switched in last month’s NPN (page 
110). The picture at upper right should 
identify G. A. Davis, Sinclair, New 
York, Marriott, and L. L. Owens, Lion 
Oil; the picture at lower right should 
identify Fred Windisch, Esso; Robinson, 
and Bob Crum, Esso. Apologies to all. 

e 

Roger A. Worrell has been named 
Exide merchandising manager of the 
Automotive Div. of Electric Storage 
Battery Co., Cleveland. A graduate of 
Washington University, St. Louis Worrell 
was a district sales manager before mov- 
ing to Cleveland as a staff assistant in 
1957, 


New TBA Chairman 


JAMES E. DORNOFF, vice pres- 
ident for sales of Pate Oil Co., 
Milwaukee, and newly elected inter- 
national chairman of the Oil Industry 
TBA Group, sold insurance and 
vacuum cleaners on commission. That 
was in 1932 after graduation from 
Marquette’s College of Business Ad- 
ministration. 

A job with Texaco landed him in 
a depression-proof business, where 
he’s been ever since. One of Dale 
Carnegie’s prize-winning graduates, 
Jim Dornoff has made more than 563 
speeches to better than a quarter- 
million people all over the American 
continent. 


TBA Suppliers . . . 





Purolator will repeat this year its 
“Bonanza” spring merchandising pro- 
gram. To encourage dealers to stock up 
early, Purolator offers a special package 
assortment of 30 filter refills with a 
premium consisting of a Schick three- 
speed electric razor. 

The company suggests that dealers 
who buy extra packages can use the 
additional razors as prizes for their men. 

® 

Olympic TBA Supply Co., a newly 
organized firm in San Jose, Calif., will 
handle only Flying A products. It marks 
Tidewater’s first venture into this type 
of TBA distribution. 
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LEADEKSHIP 2 


they 
just naturally 
go together... ; sea 


vtrakeume New 


FOR CUTETAHOING JOURMALICOM 
set 


wATION AL 
PE TSOL EDM WERS 


ue 

teyial ldadership these awards (and the 
many othefs wor by NPN in previous years) honor 
earns NATIONAL PETROLEUM News every month, 
cover-to-cover readership by America’s oil mar- 
keting management men. It is this powerful 
reader-making editorial force that makes adver- 
tising in NPN such a powerful sales force for 
manufacturers of oil marketing equipment, TBA, . NATIONAL PETROLEUM NEWS 
and the host of other products used in the storage, For Oil Marketing Management 
transportation and merchandising of petroleum 
products. Qari pois @ acdired cireviorion 


A McGraw-Hill Publication 


The editorial leadership-readership combination 
330 West 42nd Street, New York 36, N.Y. 


that makes NaTIOoNAL PetroLeuM News such an 
outstanding sales medium can be credited to the 
fact that NPN has more editors with more and 
better facilities at their command (and, we of the 
advertising staff believe, better editors) than any 
other publication attempting to serve the needs 
of oil marketing management NPN has served 
now for 50 years. 
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At tank farms, these K-51 (Penton) coated Rockwell-Nordstrom 
valves insure longer performance and instant operation on 
high octane gasoline. 


SPECIAL COATINGS CUT VALVE COSTS 


Now, Rockwell-Nordstrom lubricated plug valves 
are available with special coatings to solve a wide 
number of corrosion problems that used to require 
costly special alloy valves. 

K-51 (Penton) plastic coatings give iron or steel 
Rockwell-Nordstrom valves an exceptional corro- 
sion resistance against attack by most acids, caus- 
tics and organic-inorganic solvents . . . Kanigen 
(metallic nickel) coatings assure the corrosion re- 
sistance of nickel or stainless steel . . . and Teflon 
coated plugs assist lubricant efficiency on services 
where inadequate or infrequent lubrication is an- 
ticipated. Whatever your valve needs, for the most 
difficult services or the easiest ones, the complete 
line of Rockwell-Nordstrom lubricated plug valves 


can fill your needs better and at lower cost. Write 
for complete details: Rockwell Manufacturing 
Company, Pittsburgh 8, Pa. Canadian Valve 
Licensee: Peacock Brothers Limited. Rockwell In- 
ternational S.A., Geneva, Switzerland. 


Lubrication Makes The Difference 


ROCKWELL-Nordstrom VALVES 


another fine product by 


ROCKWELL 


On loading rack service, Rockwell-Nordstrom valves with 
Kanigen coatings resist corrosive attack by wide range of 
gasolines, additives, and other fuels. 




















AP Parts Corp., Toledo, looks for 
a big impetus to muffler sales as a result 
of a new tool it has designed to speed 
up muffler work. The tool is a small 
pneumatic gun with three exclusively 
designed chisels. By using these chisels, 
says AP, a dealer can cut installation 
time to 15 minutes or less for even the 
most difficult job. That compares with 
25-30 minutes for the average job, 
using available shop tools, and much 
longer for the really tough ones. 

Dealers get the gun and chisel free 
with the purchase of a $68 assortment 
of five popular-type mufflers. 


AC Spark Plug Division of General 
Motors is putting some extra push be- 
hind its Guide lamp line. A_ special 
premium in the form of 72x90-in. rayon- 
acrilan blanket is part of a special 
package of Guide’s Powerbeam 50 head- 
lamp, claimed to provide 50 extra feet 
of seeing power on conventional two- 
headlamp cars. 

a 

All brake fluid sold in Wisconsin 
after Jan. 1, 1960, if for use in motor 
vehicles, must conform to the minimum 
standard specifications established by the 
Society of Automotive Engineers. Manu- 
facturers must state on the containers 
whether the fluid meets or exceeds the 
specifications. 


« 

B. F. Goodrich is now offering serv- 
ice-station dealers four United Motors 
Service parts lines. Object is to take 
advantage of tuneup and light mainten- 
ance business and tie it in with BFG’s 





TBA program, says Gilbert Stenger, 
manager of battery marketing. The four 
UMS lines are Delco-Remy ignition 
parts, Delco shock absorbers, Harrison 
thermostats, and Packard cable products. 


a 

Promotional Sales Inc. of Newark, N.J., 
has designed a small, yellow sticker for 
the lens of each new sealed-beam head- 
lamp. The message, “Aim for Safety, 
check aim every six months,” reminds 
dealers to be sure to aim the lamp after 
they install it. 


Tires-Batteries-Accessories 
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A new promotion kit tells about the 
Bendix “Factory-New” lined brake show 
program. Included is a brochure that 
contains among other things a summary 
of the market potential for brake serv- 
ice for dealers. 

e 

Mobil Oil's TBA department has re- 
duced to 10 the number of battery 
cables it will handle. Although there 
are close to 50 cable sizes made, dealers 
won't stock more than a few of the 
most needed sizes. 





New Catalog for 1960 
A CARD WILL BRING ONE TO YOU 


MORRISON BROS. CO. 


“OIL EQUIPMENT HEADQUARTERS 


DUBUQUE, 


IOWA 
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VOW. 


Fast, easy lifting 
with any type rear suspension! 


any car 


NEW WEAVER TWIN POST’ LIFT 


Universal Rear Wheel Adapters 


Once again Weaver has proved that no change of 
car design has ever obsoleted a Weaver Twin Post 
Lift. New EC-147 Universal Rear Wheel Adapters 
make it possible to lift the new Corvair, as well as 
any other car with unusual or conventional rear 
suspension system, with a Weaver Twin Post Lift. 


These new adapters are quickly fitted into the 
Twin Post Lift Rear Saddle. The car rear end is 
raised by the rear wheels. The front end is raised 
by the usual Weaver Twin Post Lift method—at 
the outer ends of the front lower control arms for 
completely relaxed front suspension. 


Mechanics have the advantage of greater under- 
chassis accessibility for lubrication jobs and other 
service because there are no rails in the way. 


New Universal Adapters have a capacity of 
4,000 lbs. per pair, and lie flat on the floor for drive- 
on positioning. They are available for Twin Post 
Lift Models EC-100, -101, -102, -103, -107, -108, 
-105, -106. Models EC-100, -101, will require Special 
Rear Saddle and Adjustable Adapter Assembly. 
Write us today for details, giving model numbers 
and capacities of Twin Post Lifts. For general 
information, request Bulletin NPN-845. 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL., U.S.A. 
Division of Dura Corporation 


PLETE LINE—AND NO ONE 


eeeee 


BUILDS 


IT BETTER THAN WEAVER 


"50 VEARS SERVING THE AUTOMOTIVE INDUSTRY 


/” coven Y, 
ANNIVERSARY 2 


~ re) 
~~ 1910-1960 £ 


Complete Weaver line includes: Twin Post* Lifts @ Triple Post Lifts* e Frame Type, Roll-On and Free-Wheel Single Post Lifts e Unit 
Lifts @ Bumper Jacks @ Car Washers e Wheel Alignment Equipment e Headlight Testers @ Brake Testers @ Wheel Balancing 
Equipment @ Jacks @ Wheel Dollies @ and Air Compressors (*Registered Trademarks) 
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TBA 


STRAWS IN 
oe = @ Dan 1 '2 O. 8 B) 


By FRANK C, STURTEVANT 


Tidewater's new TBA plan 


... Tire makers catch on 
... What's eating dealers? 


TIDEWATER is trying out a special 
form of TBA wholesaling in San Jose. 
Calif. From now on, the Tidewater 
TBA line will be supplied to its dealers 
in the San Jose area by a new distrib- 
uting firm organized especially for the 
purpose. 

This system is new to Tidewater 
but not to some other oil companies. 
A similar plan is being used by Rich- 
field in the West and by Gulf in the 
New York division, mainly. 

Name of the new wholesaler is 
Olympic TBA Supply Co. Its head is 
Robert H. McGillis, a former U. S. 
Rubber man in northern California. 

This single venture by Tidewater 
into nonpetroleum TBA distribution 
may not prove there’s a trend in that 
direction, but it’s significant all the 
same. 

Oil companies have long been 
aware that TBA distribution through 
their own warehouses is not as eco- 
nomical as it might be and leaves 
something to be desired in service to 
dealers. Only three oil companies 
have ever made a serious, company- 
wide effort to overhaul TBA ware- 
housing. But competitive pressures 
and the current drive for marketing 
economy are forcing changes on the 
whole industry. The time seems to be 
here for more efforts in this direction. 
(See page 72). The aim everywhere 
will be to cut costs without hurting 
sales. 


> The oil industry, or at least one 
segment, seems to have brought about 
a change in tire advertising. 

About a year ago the first tires 
ever to be made of Butyl rubber were 
put on the market under the Atlas 
brand. 

Advertising for the Atlas Bucron 
took a new tack. For the first time 
a quieter, softer ride was heralded 
as one of the chief virtues of the new 
tire. Though sold at a premium 
price, and only in service stations, the 
Atlas Bucron seems to be moving at a 
pretty good clip. 


So much so that it’s flagging the 
attention of the tire industry. One 
by one you can see the leading tire 
makers coming out with a tire made 
of a “new compound” that gives a 
smoother, quieter ride. 


> The dealer association in Michigan 
uses some strong language in talking 
about its “fight on monopolistic prac- 
tices” in the TBA field. Very pointedly 
it says it’s fighting not only on behalf 


Tires-Batteries-Accessories 





of its members but also for “. . . the 
automotive wholesalers and TBA dis- 
tributors who sell to the service-sta- 
tion operators.” 

Seems inconsistent for a group of 
dealers in the gasoline business to 
work so hard for the competitors of 
their gasoline suppliers. Makes you 
wonder what they expect to gain by 
it in the long run. Associate-member 
dues help out, of course, but are they 
that important? 
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LOWER LINE LOSS 
IN JET FUELING 
OR HOME DELIVERY 


At flow rates from 
40 to 600 g.p.m., 
full-flo hub assemblies 
in Hannay hose reels 
reduce line loss and 
increase delivery speed. 
Full-sweep radius of 
outlet offers less 

flow restriction than 
any other design. 
Flanged outlets permit 
easier installation 

of hose. 


Write for new Aircraft 
Fueling and Service 
bulletin and Fuel 
Delivery Catalog. 


CLIFFORD B. HANNAY & SON, INC, 
WESTERLO 6, N. Y. 





The latest refinement in a long-tested, proved 
and improved explosion-proof combination 
Motor Starter & Circuit Breaker, this new 
Crouse-Hinds Condulet® EPC-M59 brings you 
tomorrow’s convenience, dependability and 
safety at yesterday’s prices. 

Designed to conform with the National Elec- 
trical Code requirements for Class I, Groups C 
and D; Class II, Groups E, F and G; and Class 
III, it provides for built-in breathers and drains 
. .. built-in push-button stations, selector switch 
and pilot lights . . . seven taper-tapped conduit 
entrances . . . starter below breaker for safe, 
easy maintenance . . . compact design to permit 
a greater number of controls in any given area. 

Now available in 7” and 9” sizes for Sizes 1 
and 2 starter combinations. For more detailed 
information consult your Crouse-Hinds dis- 
tributor, or any of the offices listed below. 


CROUSE@HINDS 


MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 
Crouse-Hinds Company of Canada, Ltd., Toronto, Ont 
Crouse-Hinds Instrument Company, Inc., Silver Spring, Maryland 
om ELECTRICAL EQUIPMENT (Explosion-Proot and Conventional) @ FLOODLIGHTING 

TRAFFIC CONTROL SYSTEMS © AIRPORT LIGHTING and WEATHER MEASURING EQUIPMENT 
ict ciehiak x Gok datacincas Chas ahinhed deaminase 
ene of the following offices: Atlanta Baton Rouge Birmingham Boston Bulialo 
Cincinnati Cieveland Corpus Christi Dallas Denver Detroit 
Kenecs City Los Angeles Milwaukee New Orleans New York Omaha 
Portland. Ore. St. Louis St. Paul Salt Lake City 

Resident 2 Albany Baltimore 
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WHAT’S 
NEW 
IN 
PREMIUMS 


MINIATURE ORCHIDS are delivered ready 
to wear in either foil vial pin (10¢) or 
plastic vial pin (15¢). Orchids are of the 
Hawaiian Vanda variety. Minimum order 
is 200. Supplier requests two weeks 
notice for delivery. Orchids of Hawaii, 
305 Seventh Ave., New York 1, N.Y. 


EIGHT-BLADED KNIFE is a Swiss-type Army 
knife made in Japan. Screwdriver, scis- 
sors, can opener—these are just a few of 
the uses. Mailed directly from Japan, the 
knife costs $1. Delivered through New 
York, it costs $1.25. Price includes post- 
age. Around-The-World Shoppers, 829 
Newark Ave., Elizabeth, N.J. 





HURRICANE LAMP, measuring 9 in high, 
actually works. It has an anodized copper 
finish. Swivel allows table use or wall 
mounting. Bulk price is 25¢ each, in- 
dividually boxed. Supplier wants 10 days 
for delivery. Astra Trading Corp., 175 
Fifth Ave., New York 10, N.Y. 


CERAMIC LAMP is made in pink and black. 
The lamp also doubles as a planter. It 
measures 11x16x6 in. Supplier has dis- 
tributed similar items for Regal Supply 
on the West Coast. Price is $42 a dozen. 
Delivery is within 30 days of order. 
Maddax of California, 3016 Fletcher 
Drive, Los Angeles 36. 


Premiums 


LR 


FOLDING TABLE called the “Versette” has 
a variety of uses, from picnic table to 
book shelf. Available in black or white 
backed enamel with brass trim, it sells 
for $6. Choice of plain or decorated top 
at same price. Re-Ly-On Metal Products, 
230 Eagle St., Brooklyn 22, N.Y. 


MAGNETIC COIN HOLDER clamps to dash- 
board and holds coins ready for tolls or 
parking meters. It comes in silver, gold, 
maroon, blue, and green. Price for 1- 
2500 is 30¢ apiece. Price drops with 
larger orders. Gadget is card-mounted. 
Monroe Hattenbach Sales, 347 Fifth 
Ave., N.Y.C. 16. 
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EVER-TITE COUPLING CO. INC 
254 West 54th Street New York 19._N_ Y 





Premiums 








Starting this month... 


What's NEW in PREMIUMS 


A new NPN department, designed to help you 
make more money through effective promotion 


Starts on page 181 











ermaenett metene T] 
|. SPORTS of the 


./ 


THE OLYM 


t 


OLYMPIC GAMES 
af 7 


PI 


Tie in with the biggest sports story of 1960 


Build sales with Hammond’s colorful 
map of the Olympic World, prepared 
in cooperation with the U. S. Olympic 
Committee. 32 full-color illustrations 
depict Olympic Games and complete 
roster of Olympic Champions since 
1896. Exciting 29” x 42” size folds to 
74,” x 10%”. A terrific $1.00 retail item 
which costs only 15¢ in 5M quantities. 


The Olympic World Map is but one of 
many Hammond maps, globes, and 
special interest books - - - priced from 
4%¢ to $25.00. Hammond Sales-Builder 
plans have helped solve selling prob- 
lems across the country. For complete 
information, write to: J. T. McManus, 
Manager, Sales Promotion Division. 


b< 


C.S. Hammond & Company 


Maplewood 2, New Jersey 


New York & 


182 


Chicago ® 


Los Angeles 





BUTANE LIGHTER has a windproof shield, 
refuels quickly from an injector tube. 
Flame height can be adjusted. Lighter is 
available in two finishes: all chrome, or 
chrome lid with dull body. Price per 
unit is $4.98. Minimum order is 100. 
Ronson Corp., 1 Ronson Road, Wood- 
bridge, N.J. 


MEMORY JOGGERS are available in desk 
or pocket size. Ballpoint pens are in- 
cluded. Desk size is $1.98, pocket size 
$1.49. Purchasers get 40% discount on 
orders up to five gross, 50% off on larger 
orders. Memo-Speed Products, 43 W. 
27th St., New York 1, N.Y. 


HOUSEHOLD SCALE will handle up to 25 
Ibs. Slanted dial is white-enamel steel. 
Scale is available in various colors. Plat- 
form is 6 in. square. Shown is Model 
5000, priced at $2.07. Supplier asks 10 
days for delivery. American Family Scale 
Co., 515 S. Laflin St., Chicago 7, Ill. 
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Handsome, husky N Model Macks like this spend winter months 
delivering fuel oil—during summer, haul ready mix concrete. 


Chicago hauler makes— 
same trucks double for oil and ready mix 


Using their trucks for fuel oil deliveries 
solved a slack season problem for 
ready mix hauler Adair Cartage Co. 
When the cold Chicago winter puts an 
end to normal concrete pouring ac- 
tivities, their versatile Mack N Models 
switch to a tank body and go to work 
for McDonald Petroleum Co. 
Compact N Models are ideal for 
modern fuel handling. They combine 
outstanding reliability with every fea- 
ture needed for economy, bonus pay- 
loads and fast action in and out of 
congested areas. Here’s a truck spe- 


cially designed to handle your kind of 
work ., . to give unmatched perform- 
ance and traditional Mack reliability 
throughout its fantastically long prime 
of life. 

Only the Mack N Model COE’s 
give you all these job-tested features: 
Choice of Mack engines—gasoline, 
diesel or turbocharged diesel—150 to 
205 hp . . . Mack-built cab with tilt- 
cab action for full engine accessibility 
... truck and tractor models . . . pano- 
ramic wrap-around windshields . . . 
advanced Mack steering systems for 


utmost maneuverability ...air-boosted 
hydraulic clutch . . . choice of Mack 
transmissions, brakes, frames and sus- 
pensions. . . 4- or 6-wheel models with 
option of famous Mack Balanced 
Bogie. Your Mack branch or distrib- 
utor is the man to see. Mack Trucks, 
Inc., Plainfield, N. J. Mack Trucks 
of Canada, Ltd., Toronto, Ontario. 


MACK 


FIRST NAME FOR 


TRUCKS 





ROYAL GAS PUMP HOSE 














THE HOSE THAT GOES...with every gas pump! 


The new Royal* Gas Pump Hose is one “Two-Timer” that 
“goes steady” with both the external drape type and the in- 
ternal retractable type of gas pump. What’s more, it’s a 
“love affair” that outlasts all others and handles with ease in 
fair weather or foul, in spite of the roughest kind of abuse. 

Flexing tests have shown that U.S. Royal Hose lasts 2% 
times longer than normal hose... because it has an all-metal 


Mechanical Goods Division 


braid carcass. Never cracks or blisters, stays flexible even in 
sub-zero temperatures. 

This hose is a time-and-money saver for you. It suits all 
pumps. You keep your inventory down because you don’t 
have to stock all the various hose types when this one is built 
for all pumps. Get this hose from your Oil Equipment Jobber 


or write to address below. ©Underwriter’s approval 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 


In Canada: Dominion Rubber Company, Ltd. 
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About Oil People 





API Chooses New Committee Heads 


John D. King, chairman of the 
Jobber Advisory Committee, has had 
a career that’s been described as 
“simple and successful.” 

Now marketing vice president of 
Cities Service Oil Co. (Del.), he came 
up through the legal ranks. Armed 
with a LL.B. from DePaul Univer- 
sity in 1937, he spent four years in 
private law practice. In 1941 he be- 
came assistant general counsel to the 
Petroleum Industry Committee of the 
Petroleum Administration for War, 
District 2, and at the same time served 
as executive secretary of the Refin- 
ing Committee, Dist. 2, and as execu- 
tive secretary of the Joint Barge Sub- 
committee, Dist. 1, 2, 3. 

King returned to Chicago, his 
hometown, in 1944 and joined Cities 
Service as chief counsel for the mar- 
keting division. He was elected vice 
president and director and made gen- 
eral manager of marketing in 1955. 

When not in the office, he can be 
found on the golf course, or fishing, 
or reading. Three daughters, ages 12, 
14 and 16 keep him busy, too. 


A. Jack Becker takes over the chair- 
manship of the fuel oil committee. 
Vice chairman last year, he’s been a 
member of the committee since it was 
started. 

Becker is president of Becker Mars- 
den Co., the company he founded in 
1923 two years after graduating from 
Washington University. Becker, with 
an M. S. in chemical engineering, had 
joined the Nokol Co. as general man- 
ager. So when he formed his own 
company to distribute heating oil 
equipment, they naturally marketed 


Becker 


the Nokol burner. The name was later 
changed to Petro, the burner they’re 
currently distributing. 

By 1929, Becker decided to get into 
the fuel oil business, too. Today, they 
handle Mobil distillates and Sinclair 
residuals from a 250,000 gal. bulk 
plant. 

Generous with his time, Becker has 
been a willing and active member of 
numerous associations. For nine years 
he headed the Oil Heat Institute of St. 
Louis (too long he says). He’s also a 
director of the Missouri Oil Jobbers 
Assn., and a member of the OHI pub- 
lic relations committee and the Cham- 
ber of Commerce among others. 


® 

G. A. Olsen heads the lubrication 
committee. A member of the com- 
mittee for the past 18 years, he was 
vice chairman last year. 

Olsen, president of Sunland Refining 
Corp., Fresno, Calif., has been asso- 
ciated with the company since its in- 
ception in 1923. Before that he was 
with Union Oil Co. of California. 

Active in both business and civic 
groups, he’s a director and past presi- 
dent of the National Lubricating 
Grease Institute, president of the In- 
dependent Refiners’ Assn. of Calif., 
and a member of the National Pe- 
troleum Council. 

A Coloradion by virth, he and his 
wife have three children, all married, 
and a total of nine grandchildren. 

* 

Thomas G. Wise, president of 
Husky Hi-Power Inc., Cody, Wyo., 
moves up from vice chairman to 
chairman of the membership com- 
mittee. 

Reappointed as committee chair- 
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men were: aviation technical service, 
W. S. Mount, Mobil Oil Co.; awards, 
B. L. Majewski, Great American Oil 
Co.; highway, V. A. Bellman, Mobil 
Oil Co.; LPG, E. H. Lyon, Phillips 
Petroleum Co.; marketing research, 
Eric Neumeister, Sinclair Refining 
Co.; nominating, G. L. Werly, Mobil 
Oil Co.; operations and engineering, 
R. A. Niles, Standard Oil Co. (In- 
diana); personnel development, C. W. 
Bohmer, Jr., Esso; planning, C. J. 
Guzzo, Gulf Oil Corp.; program, 
S. D. Breitweiser, D-X Sunray Oil 
Co., and service station advisory, 
W. W. Wright, Sun Oil Co. 


NEWS NOTES 


Vincent L. Verdiani has been named 
by Sun Oil Co. to head up its newly 
created fuel-oil department. Verdiani has 
been with Sun since 1947. Until his re- 
cent promotion, he was in Philadelphia 
as industrial products technical represen- 
tative. 

Anthony L. Anderson, former man- 
eger of Sunheat and distributor sales, has 
been named assistant manager of the 
new department. 

Verdiani, in effect, becomes the suc- 
cessor to Kingsley E. DeRosay, who has 
been manager of cargo and industrial 
fuel-oil sales. DeRosay will retire shortly. 
Until his retirement, DeRosay will re- 
main with the new department on special 
assignment. 





oe 
R. J. Irvin, president of Seaside Oil 
Co., has been named 1959 man of the 
year for Santa Barbara, Calif. 
s 


Leslie Boeck has moved his Boeck 


Fuel Co., Racine, into new offices at 
2111 Lathrop Ave. 
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Walter Brunn, 
Tidewater Oil Co. 
marketing execu- 
tive in the west 
for many years, 
has retired after 
37 years with the 
company. 

Named _ special 
assistant to the 
general manager 
of the Western 
division last sum- 

Brunn mer, he had been 
division marketing manager since early 
1957. Brunn started with Tidewater in 
1922, became manager of service sta- 
tions in 1940, retail sales manager in 


1946, and assistant division marketing 
manager the following year. In 1955 he 
was appointed assistant to the adminis- 
trative vice president for marketing, and 
two years later was chosen to head the 
division. 

Upon retirement, Brunn and his wife 
moved back to Santa Rosa where they 
lived before Tidewater headquarters 
moved down to Los Angeles. 


» 

R. G. Gardner, formerly staff analyst, 
was named manager of the marketing 
research division at Standard Oil Co. of 
California, Western Operations Inc. He 
succeeds Howard P. Hetzner, recently 
transferred to the wholesale sales depart- 
ment. 
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Franklin Motors power today’s 
most dependable remote system pumps. 


Planners of tomorrow’s marketing facilities 


are specifying Franklin-powered submersibles 
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F. Marshall 
Tarr, credit and 
collections man- 
ager for Standard 
Oil Co. (Ohio), 
was named Toledo 
division manager 
succeeding Clay- 
ton G._ Bittner 
who is taking an 
early retirement. 
Tarr was Sohio’s 
retail sales man- 
ager for eight 
years before becoming credit manager 
last year. Prior to that he was in the 
Cincinnati division as manager of serv- 
ice-station operations. 

Bittner, who has been with Sohio for 
31 years, also served as division manager 
at Lima, Youngstown before going to 
Toledo. 

» 


Robert G. Pugh was named sales rep- 
resentative for the Midwestern territory 
of Canfield Oil Co., responsible for 
Michigan, Indiana, Illinois, and the St. 
Louis and Milwaukee areas. For the past 
two years he has been in the East Coast 
territory. 

a 


Standard Oil Co. of Texas has new 
top officers. K. H. Shaffer moves up to 
chairman of the board, while J. E. Gos- 
line transfers from the California Co. to 
Texas to succeed Shaffer as president. 

Shaffer has another new post lined up, 
too. Next June he'll become president 
of the California Co., when J. C. Teas- 
del, the current president, retires. 
Teasdel, who joined Standard of Cali- 
fornia in 1920 in the comptroller’s office, 
has been president of the subsidiary for 
twelve years. 

Shaffer, president of Sotex since 1955, 
joined Standard in 1929. At one time 
he was assistant general manager of 
the producing department and, later, di- 
rector, vice president, and assistant to 
the president of the California Co. 

Gosline has been director, vice presi- 
dent, and assistant to the president of 
Calco since early 1958, and before that 
was a special consultant on producing 
matters for Standard of California. He’s 
been with the company since 1933. 


e 

Irving Oelbaum of Liberty Fuel Oil 
Co., Newark, has been named president 
of Oil Heat Council of New Jersey. 
Other officers include Richard Morgan 
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of Nassau Oil Co., Princeton, vice presi- 
dent; Robert Crane of Reel-Strong Fuel 
Co., Cranford, treasurer; and William 
Sortor of Sunrise Oil Co., Englewood, 
secretary. 

Members of the promotional commit- 
tee inchide the officers plus Robert V. 
Holzapfel of Esso Standard Oil Co., 
Elizabeth, and J. W. Lang Jr. of Coastal 
Oil Co., Newark. 

* 


Mrs. Catherine 
Woodbury of C. 
Y. Woodbury, heat- 
ing-oil jobber in 
Quincy, Mass., was 
surprised no end 
when, at a testi- 
monial dinner, she 
was presented with 
Oil-Heat Institute’s 
igniter award. 
: The honor, con- 
‘ ferred by OHI’s 
Mrs. Woodbury = — distribution —_divi- 
sion, is generally made at OHI’s conven- 
tion—not in an off-season—and up to 
now, has been given to men in the in- 
dustry, not women. 

Although she is not the first to receive 
an igniter award off-season, she is the 
first of her sex to get one. 

OHI decided the time was ripe for 
the award because Mrs. Woodbury, in 
business for many years, had made 
many outstanding contributions to her 
segment of the industry. The testimonial 
dinner was considered the right occasion. 

More than 200 oil people from the 
Boston area turned up at the dinner to 
honor Mrs. Woodbury for her eight 
years as secretary of Massachusetts Oil 
Heating Assn. She has retired from that 
post now, turning the job over to Wil- 
fred Hall, executive secretary of Inde- 
pendent Oil Men Assn. of New England. 
In addition to her work in IOMA, 
MOHA and OHI, Mrs. Woodbury has 
been active in South Shore Fuel Dealers 
Assn. and Boston Better Home Heat 
Council. 

e 


Brockett 

Edward D. Loughney was named 
president and chief executive officer of 
British American Oil Co. Ltd., succeed- 
ing E. D. Brockett, named executive 
vice president of Gulf Oil Corp. 

Loughney has been a senior vice presi- 
dent at B-A since November 1957. Be- 
fore that he was vice president and gen- 
eral manager of Canadian Gulf Oil Co. 
for five years, responsible for production 


and exploration in Western Canada. 
Born in West Virginia and educated in 
Oklahoma, Loughney started in the 
petroleum industry in 1927, fresh from 
college. Before moving to Canada in 
1951, he spent 18 years in Gulf’s Tulsa 
production division. 

Brockett, head of B-A since April 
1958, returns to Pittsburgh, Pa., where 
he had been coordinator of production 
operations on a world-wide basis before 
moving to Canada. Prior to that he was 
in charge of Houston production opera- 
tions. 
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J. D. Nitzschke was named assistant 
manager of American Oil Co.’s terminal 
department. 





* 

M. F. Wirges was named chief engi- 
neer, Arkansas Fuel Oil Corp., to suc- 
ceed retiring L. F. Babcock. Wirges, 
formerly manager of the natural-gasoline 
division, will also be responsible for the 
company’s economic and planning ac- 
tivities. 


a 
Dean Pittenger will have more time 
for hunting now that he’s retired as 








The Compressor 
is the heart 


of your business — 





Over a half century of 
engineering progress is 
built into every Kellogg- 
American compressor. 
This is only one reason why 
we are a recognized leader in 
the compressor field. Kellogg- 
American produces over 250 
different standard models, 4% 
thru 20 HP. Yes, keep your busi- 
ness ticking with the profitable op- 
eration of auto-service departments 
and service stations with Kellogg- 
American compressors. For trouble- 
free performance, let the company that 
serves major industries serve you. 
can make your job easier, save you time 
and money, write to: 
KelloggAmerican 


DIVISION SCAIFE COMPANY - PITTSBURGH 35, PA. 


For full details on how compressed air 


February, 1960 * NATIONAL PETROLEUM NEWS 





About Oil People 


president of Wichita Oil Co., the com- 
pany he organized in 1954. But it won't 
be all leisure. He’s still connected with 
Rubber Supply Inc., a mechanical and 
industrial rubber firm, and is holding 
future plans in abeyance until his son 
Ronald gets out of the Army later this 
year. 





Rems 

William W. Rems is the new manager 
of Sun Oil Co.’s central sales region, 
and Emory M. Osgood is the new as- 
sistant manager. 

Rems, assistant manager since No- 
vember 1957, and retail sales manager 
of the Middle Atlantic region before that, 
has been with Sun since 1939. He suc- 
ceeds James O. Craig, who retired after 
37 years of sales service. 

Osgood, manager of retail sales in 
the Central region since last February, 
managed sales districts at Youngstown, 
Ohio, Pittsburgh and River Rouge, 
“Mich., before that. 

Sun also announces that Albert F. 
Cariello was named manager of the 
Newark, N. J., sales district, succeeding 
E. Thomas Lillard, on special assign- 
ment. 

e 


The Long Island Oil Terminals Assn. 
has elected the following officers: James 
R. Wells, Wells Fuel Inc., Great Neck, 
president; Raymond Slomin, Slomin’s, 
Seaford, vice president; Robert Burns, 
Nassau Utilities Corp., Roslyn, secre- 
tary, and Vincent Murphy, L-E-K Oil 
Co., Garden City, treasurer. 

e 


W. Frank Prendergast, assistant to 
the president of Imperial Oil Ltd. since 
1934, retired after 32 years of service. 


Paul Sedgwick 


Herbert E. Paul, formerly assistant 
general sales manager, moves up to gen- 
eral sales manager, Pacific Coast region, 
for Texaco Inc. He succeeds I. G. 
Morgan, who was elected vice president 
of the domestic sales department. Paul 
joined Texaco in 1932 and has served 
in various sales posts on the Pacific 
Coast ever since. He was Seattle divi- 
sion sales manager from 1953 until last 
May when he became assistant general 
sales manager. 

D. Allan Sedgwick moves from New 
York to the Coast to succeed Paul. A 
University of California graduate, he 
joined Texaco in 1936 and has served 
in the Pacific Coast region, Texas, and 
in the Northern region. Last summer he 
moved from Buffalo, N. Y., where he 
was assistant division sales manager, to 
New York City to become assistant gen- 
eral sales manager of the Northern re- 
gion, covering North Carolina to Maine. 


e 
George W. Fiero was named presi- 
dent of the Chemical Specialties Manu- 
facturers Assn. He’s assistant manager 
of Esso Standard Oil Co.’s lubricants 
and wax division. 


e 

W. A. (Burt) Dennison succeeds Fred 
Van Covern as director of the depart- 
ment of statistics of the American 
Petroleum Institute. Van Covern, sched- 
uled to retire Jan. 1, agreed to remain 
for an indefinite period. 

Peter Griskivich, assistant manager of 
the economic research section of the 
committee on public affairs, moves up 
to succeed Dennison as manager. 


- 

Milton (Bus) Whitehead Jr., Midwest 
basketball star, became a jobber last 
summer when he formed the Whitehead 
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Oil Co. and bought a Phillips direct 
operation in Lincoln. After starring at 
the University of Nebraska, he joined 
the Phillips Oilers, where he was an 
A. A. U. All-American in 1952. Then 
he went into sales work for Phillips 
in Lincoln and Hastings, Neb. 


Pruitt 


S. T. Pruitt, formerly domestic sales 
manager, was named general sales man- 
ager of. Ethyl Corp., responsible for all 
sales to U. S. oil companies. Stuart 
Forbes, manager of the central region 
in Chicago, moves to New York to suc- 
ceed Pruitt, while D. S, Flynn, assistant 
regional manager of the Eastern region 
in New York, succeeds Forbes. R. D. 
Bushell succeeds Flynn, and W. J. 
Rusher succeeds Bushell as manager of 
the New York district. 

A new post, that of sales manager 
for petroleum additives, goes to W. K. 
McCullock, making him responsible for 
oil-company sales of all products except 
antiknock compounds. C. F. Naylor was 
named administrative assistant to the 
vice president in charge of sales. 


Howard G. Vesper, president of Stand- 
ard Oil Co. of California, Western Op- 
erations Inc., was elected president of 
Western Oil & Gas Assn. Howard C. 
Pyle, president of Monterey Oil Co., 
was elected first vice president; George 
F. Getty Il, president of Tidewater Oil 
Co., second vice president, and T. H. 
Wallace, vice president, Western Gulf 
Oil Co., treasurer. 


Walter E. Davis, wholesale programs 
manager for Mobil Oil Co. in the Al- 
bany, N. Y., office, just celebrated his 
40th anniversary with the company. 

s 


Robert L. Attwater, assistant division 
manager at Seattle for Standard Oil Co. 
of California, Western Operations Inc., 
has been transferred to Salt Lake in the 
same capacity. Harold J. Michello, as- 
sistant division manager, retail, at Salt 
Lake, takes over Attwater’s post at 
Seattle. 








C. M. Kittrell, manager of the New 
York office of Phillips Petroleum Co.’s 
supply and transportation department, 
was named vice chairman of the oper- 
, ating committee, succeeding W. L. Phil- 

Wilts today: lips, recently named manager of opera- 
SEARLE LEATHER & PACKING CO. 2105 N. Marianna Ave., Los Angeles 32, P.0. Box 32188 tions in Phillips’ new international 


Meter Leathers * Diaphragms * Stem Packings 
Hose Washers * Visa Gauge Gas Kit Sets 
Meter Gas Kit Sets « All Types of Gaskets 
Gasoline Lube & Kerosene Pump Leathers 

Hydraulic Hoist Packings * Discs for Pump Nozzies 
Nozzle Disc Assortment * Gas Kit Sets® 
Retractor Hose Cable & Attachment 


FREE 
CATALOG 
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INTRODUCING: THE ALL- NEW 
WORTHINGTON 2K COMPRESSOR 


Lighter and more compact, the new X shape compressor is so vibra- 
tion free we have balanced a coin on it while the unit was running 


Worthington is now introducing a new Monobloc compressor that is not 
only a honey-smooth performer but one that operates with more safety and 
less trouble than any other design on the market today. There are no ex- 
posed belts, pulleys, fans or couplings. No belt guards are required. In fact, 
there are no exposed moving parts. The completely built-in motor and the 
compressor are mounted on a common shaft supported by roller bearings. 
It’s a more compact unit. You get more air from less space. 

The new X shape Worthington Monobloc compressor is available in 


114, 2, 3, and 5 sizes in base and tank mounted models. For more informa- 
tion write to Worthington Corporation, Section 34-2, Holyoke, Mass. WO RTH | NGTON 
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department. John E. Donnelly, assistant 
manager of the transportation division 
in Bartlesville, moves to New York to 
succeed Kittrell. 





* 

The Chicago Oil Burner Assn. has 
elected new officers. Richard Lassar, 
Enterprise Heat and Power, is president; 
Robert Shake, manager of the burner 
division for Arrow Petroleum Co., is 
vice president, and Bernard Neiweem, 
manager of the heating division of Mar- 
quette Coat and Mining Co., is treasurer. 


Union Oil Co. has lost two good con- 
signees through retirement. J. Harvey 
Boyle, at Salmon Bay, near Seattle, was 
with the company 26 years, and J. C. 
Pickering, Mount Vernon, Washington, 
was an employe or consignee for 37 
years. 


me 
Vv. K. Graber and D. D. Freeborn 
fill two new staff posts at DX Sunray’s 
reorganized Southern sales division in 
Tulsa. Graver, formerly district man- 
ager at Memphis, is now sales develop- 
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ment manager. Freeborn, formerly as- 
sistant division manager, is now division 
marketing services manager. New divi- 
sion coordinators under Graver include: 
W. D. Harris, sales promotion; J. E. 
Martin, technical services, and L. A. 
Randow, sales training. New division 
coordinators under Freeborn are: W. C. 
Parkey, transports and product distribu- 
tion; H. L. Henshaw, material and 
equipment; B. E. Franke, construction, 
and M. E. McGrew, real estate. 


Benjamin C. Price, formerly vice presi- 
dent and director of Swan-Finch Oil Co., 
has become wholesale division sales man- 
ager for Adam Cook’s Sons, Linden, 
N. J., manufacturers of specialty oils 
and greases. 


Dode Graham moves up from assist- 
ant division manager to division man- 
ager for Champlin Oil & Refining Co.'s 
Omaha marketing division. He replaces 
Don F. Clugston, who resigned. 


Maynard I. Landa was elected a vice 
president of Cities Service Petroleum 
Inc. Since 1953 he has been petroleum 
economics coordinator for the Cities 
Service system. 


John S. Sprowls, vice president and 
assistant to the president at Vickers 
Petroleum Co., was elected to the board 
of directors. In addition to working on 
special assignments and projects for the 
president, he is in charge of long range 
financing programs and investments. 


Walter J. Freeman, Pure Oil Co. 
branch manager in Dayton, Ohio, was 
elected president if the Miami Valley 
Petroleum Club. 


Charles B. MacGlashan and his wife 
are living in Santa Barbara, Calif., now. 
He’s managing some income property 
they acquired there. 

MacGlashan retired Jan. 1 from his 
post as sales assistant to the vice 
president of Shell Oil Co.’s West Coast 
marketing divisions. He joined Shell in 
1921 as a service-station attendant, then 
worked his way up through a number 
of positions in nearly all of the mar- 
keting offices in California and Arizona. 
In his most recent post, he supervised 
all wholesale activities for the six West- 
tern marketing divisions. 


Lloyd Smith of Mineral Wells, Tex., 
is now a Texaco distributor, after 10 
years as a Sinclair commission marketer. 
Smith recently bought out the D & H 
Oil Co., the Texaco distributor in the 
area, In addition, he'll serve the stations 
Texaco used to supply direct. This gives 
him a total of about 20 stations. 

(Continued on page 193) 
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Here’s a preview of an all new, power-packed team of 
hard working Cities Service salesmen. Motorists will be 
seeing this traffic-building billboard—and many others, 
too—everywhere. Each of these customer-catching teams 
will sell the Cities Service theme: “THE WINNING 
COMBINATION... LUXURY DRIVING PLUS TRUE 
ECONOMY.” 

The sledding’s going to be easy for Cities Service 
jobbers and dealers this year. Wouldn't this be a good 
time for you to find out about becoming a part of this 
winning team? 

As a Cities Service dealer or jobber, you get real 
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sledding easier! 


cooperation. We believe in giving our team every possi- 
ble aid in every phase of their operations . . . from taxes 
to training driveway salesmen . . . from inventory con- 
trol to advertising and special promotions. 

For the full story on Cities Service and what it does 
for you as a jobber or dealer, write: Cities Service Oil 
Company, Sixty Wall Tower, New York 5, N. Y. 
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WESTINGHOUSE BULB 
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$1395 SUN LAMP KIT AND 24 WESTINGHOUSE 
TOWN AND HIGHWAY SAFE-T-BEAM™ HEADLAMPS 
—YOU SAVE MORE THAN $5.00! 


Buy two cases of these extra benefit 6006 and 6012 headlamps and get 
the deluxe $13.95 Westinghouse Sun Lamp Kit for that summer tan 
the year ’round. UL approved, the kit contains a Westinghouse Sun 
Lamp, deluxe reflector, 6-foot cord. Fits anywhere. Use it at home; 
get extras for gifts. 


REGULAR PRICE, $50.91 SPECIAL PRICE, $45.18 


FREE! PEGBOARD MERCHANDISER 


with every new Profit Builder PB-150 factory-packed assortment of Westinghouse 
auto bulbs. Every PB-150 assortment contains 10 free #67 bulbs. The $2.00 re- 
ceived from the sale of these bulbs pays for the merchandiser. 


DEALERS GET 


LAMP* ANTITY : : 
= 150 fast moving Westinghouse factory-tested 


auto bulbs in new See-Thru packs for easy 
access, visual inventory. 19” x 24” Pegboard 
merchandiser, modern finish, 12 hooks; 
mounts on wall in lube room or display room. 
$2.00 value. 


SPECIAL DEALER PRICE 


*TYPES REPRESENT 60% OF THE MARKET DEMAND. 


vou can oe sue...ems Westinghouse 





Call your Westinghouse Lamp Supplier or Write: 
WESTINGHOUSE LAMP DIVISION, Westinghouse Electric Corporation, Bloomfield, N. J. 
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Daniel H. Benckart has been named 
executive assistant, branded marketing 
department, by South Penn Oil Co., in 
preparation for taking over as head of 
the department May 1, when David G. 
Proudfoot retires. John F. Hadley suc- 
ceeds Benckart as assistant manager, 
wholesale sales. 


The Eau Claire (Wis.) Petroleum Club 
has elected James Nelson, Nelson Oil 
Co., as president; Robert Brumberg, Tex- 
aco Inc., vice president, and Franz Jevne, 
Home Oil Co., secretary-treasurer. 


J. O. Stewart has become 4 Humble 
jobber in Canutillo, a suburb of El 
Paso, Tex. His brother, W. C. Stewart, 
is already a Humble jobber in Fort 
Worth, and his son, J. O. Jr., will join 
him as a partner as soon as his tour of 
duty with the Air Force is completed. 


James C, Dalton was named assistant 
to the manager of Shell Oil Co.’s asphalt 
department. With that title goes the re- 
sponsibility for asphalt sales activities in 
the western division. Formerly asphalt 
manager for the San Francisco market- 
ing division, Dalton succeeds C. V. Kiefer 
who retired at the first of the year. 


Robert L. Stone was named district 
sales manager, wholesale sales, Oakland, 
Calif., for Standard Oil Co. of Calif., 
Western Operations, succeeding Arthur 
G. Sutton, who retired. 

Standard also has a new district sales 
manager at Richmond, Calif. He’s D. R. 
Owens, formerly sales manager at Baker, 
Ore. 


Linden 


IT’S ACAPULCO, the sun, and the 
beach for Roy Linden, retiring vice 
president of marketing for Union Oil 
Co. 

Linden, who will have completed 
more than 43 years of service upon 
his retirement Jan. 31, says that be- 


yond Acapulco his plans include 
travel, photography, and living in Los 
Angeles. 

Practiced—The energetic and lik- 
able marketing executive says with a 
grin that he isn’t going into retirement 
blind. In fact he held a trial run last 
summer in the desert during which he 
did nothing but loaf, and enjoyed it. 

And for the present that’s what his 
plans include. The first month or so 
he plans to spend in Acapulco soak- 
ing up some of the brilliant Mexico 
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sun and snapping pictures, “where I 
can find the right setting and shad- 
ows.” 

A camera bug, he tends to the 
“arty” side and doesn’t mind waiting 
for the sun to reach a certain angle 
so that it will throw shadows which 
will give the desired effect. 

He says that up to now he’s been 
too busy to gather all of the para- 
phernalia that goes with being an 
amateur photographer, but now plans 
to make up for that oversight and 
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WITH BM ALUMINUM OR STEEL 


B & Wi corporation 


P.O. Box 6 Tel. UPtown 2-2476 Houma, La. 


PANEL CANOPIES 


Top quality, long service life, reason- 
able prices, beauty, make BM cano- 
pies your best buy. Wash, grease and 
pump covers are expertly designed 
in heavy, prepainted metal to match 
the architecture of your building, and 
to meet local building codes, wind 
and snow hazards. All surfaces are 
primed and finish-coated with Dupont 
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Father-and-Son }} 
RICHFIELD | 
Distributor 

Team ] 


BLUEPRINT FOR FUTURE: John Lee, head of the Lee Oil Company, Rocky 
Mount, North Carolina, and his son, Ted, look over blueprints of one of their 
service stations being rebuilt. They are another Father-and-Son team scoring 
notably as Independent Richfield Distributors. 


“What A Wonderful Future” 


says John Lee, 
Independent Richfield Distributor since 1946 


“When we became Independent Richfield Distributors 13 years ago, 
we knew we’d build good will with Richfield petroleum products,” says 
John Lee. “But I had no idea we'd build such a solid, successful future 
for my son, Ted. Our gasoline, motor oil and heating oil gallonage 
keeps going up and up! 


“Believe me, petroleum is the right business to be in, and Richfield is 
the right company for the independent marketer. Richfield doesn’t 
overlook a thing in supplier help and cooperation. Yet, you retain your 
full independence. Both Ted and I heartily recommend an Independent 
Richfield Distributorship to any man!” 


WOULDN'T YOU like to become an Independent Richfield Distribu- 
tor with all its advantages? Write, wire or phone Richfield... now! 


J 


\\ 
s\ RICHFIELD 
= ; 
’ 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 


Serving the Eastern Seaboard from Maine to Florida 





spend more time indulging in his 
hobby. 

Concerning travel, Linden says, 
“I've traveled a lot; both my wife 
and I enjoy it. There are a lot of 
places where we haven’t been and 
want to see.” 

Being a true Californian, he will 
keep his home in Los Angeles. 

Linden says, “I’m sure I am going 
to miss the oil marketing business, 
but am just as sure that I’m going 
to develop other interests. 

“I am thoroughly convinced that 
the younger fellows should take over. 
However, I'll definitely miss the job.” 

Look Back—Linden’s career with 
Union began a year after he grad- 
uated from Southwestern University in 
Los Angeles. The only break was 314 
years of military duty in Army Quar- 
termaster Corps in World War II. 
For his work in petroleum procure- 
ments for the Army he received the 
Legion of Merit, and was discharged 
as a colonel. 

At Union he worked in all the main 
centers of the company and in most 
of the jobs in marketing. Starting in 
1916 he worked through various po- 
sitions in the accounting department 
until 1925, when he became sales su- 
pervisor for the Los Angeles district. 
In 1930 he was made district sales 
manager at Spokane and three years 
later became sales manager of the 
northern division with headquarters 
in Seattle. 

After holding various managerial 
assignments in sales he was appointed 
sales manager in 1949 and elected a 
vice president in charge of the com- 
pany’s entire marketing operation in 
December, 1956. 


Deaths ... 


Willis Gordon Violette, chairman of 
the board of Standard Oil Co. (Ky.), 
died Christmas Eve at his home. He 
was 75. 

Violette, who celebrated his 55th an- 
niversary with the company a month 
before his death, started as a $50-a- 
month clerk. By 1922 he was a vice 
president. He became executive vice 
president in 1944, president in 1945, and 
board chairman in 1957. 


Joseph F. McCarthy died Jan. 16 at 
his home in Riverdale, N. Y. He was 76. 

McCarthy retired last summer as vice 
president and director of Eastern States 
Petroleum & Chemical Corp. He had 
been in charge of the New York office 
until his retirement. 
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Quinton S. Peters, assistant manager 
ef public relations for Sunray Mid- 
Continent Oil Co., died Dec. 9 after 
failing to recover from an operation for 
cancer of the stomach performed last 
August. He was 40. 


© 

Eldred H. Manning, district manager 
for Mobil Oil Co. in Syracuse, N. Y., 
died Dec. 11. He had been with the 
company for 30 years. 


© 

Heart attacks claimed three Pennsyl- 
vania oil jobbers in one pre-Christmas 
week. Victims were Joseph W. Butler, 
Butler Oil Co., Philadelphia; Iren Light, 
Iren Light Inc., Lebanon; and Harold U. 
Landis, Pen Oil Co., Lebanon. 

Light, who headed up a heating-oil 
and gasoline jobbership for many years, 
was the first heart victim, being stricken 
Dec. 14. Butler and Landis, both Rich- 
field jobbers, died Dec. 19, the latter 
while driving a car. Butler was 63, 
Landis 59. 

Of the three, Butler was probably the 
best known in the industry. Active in 
National Oil Jobbers Council, he served 
as president of Pennsylvania Petroleum 
Assn. from 1957 to 1959. He was also 
state deputy auditor general from 1949 
to 1953 and deputy state treasurer from 
1953 to 1957. 

A lawyer by education, Butler never 
set up his own law office. Instead he 
went to work for Lamson Oil Corp., 
Providence, R. I., after graduation from 
law school, and was vice president of 
the company when Richfield Oil Corp. 
(N.Y.) bought into the jobbership. 


U. S. Rep. A. Paul Kitchin (D., N.C.), left, gets together with some of his 
constituents, left to right: T. G. Proctor, Amoco jobber, Sanford; W. H. 


About Oil People 





Butler, continuing to work for Rich- 
field, moved to Philadelphia to become 
Richfield’s district manager in 1932, and 
when Richfield quit direct marketing in 
1936, Butler remained in Philadelphia 
to set up his own jobbership. 


a 

Martin F. Shea, former president of 
Burns Brothers, New York, N. Y., died 
December 27 at the age of 66. 

Shea joined Burns Bros. in 1919 but 
left three years later to organize his 
own wholesale coal business. In 1933 
he returned as executive vice president 
and was elected president in 1946. He 
retired in 1953. 

At his death, Shea was executive di- 
rector of the Fuel Oil Assn. of New 
York, an association of terminal oper- 
ators. Active in both charity work and 
religious organizations, he was made a 
Knight of Malta by Pope Pius XII. He 
also served the city on several occasions 
as chairman of committees to ensure the 
distribution of fuel oil in emergencies. 


- 

Clinton A. Clauson, governor of 
Maine, died Dec. 30 at the end of his 
first year in office. He was 64. 

An Iowan by birth, Clauson moved 
to Maine in 1919 and became active in 
the Democratic party almost immedi- 
ately. A practicing chiropractor until 
1938, he was U. S. Collector of Internal 
Revenue for Maine from 1934 to 1953 
when he retired. He then joined his 
son, Cornelius, in C. K. Clauson Inc., 
a Fairfield jobbership. The firm deals 
primarily in fuel oil, but also handles 
some gasoline, motor oil and TBA. 


Cooper, Esso distributor, Sanford, and Tommy Byrne, Pure jobber, Sanford. 
The meeting was one of nine sponsored by the North Carolina Oil Jobbers Assn. 
to make legislators aware of the part oil jobbers play in local affairs. 
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NOW IS THE TIME FOR 

oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

this years NPN FACTBOOK issue 
TO TAKE STEPS TO SEE 

THAT IT DOESN'T HAPPEN AGAIN 
(make notes, write memos, telephone, 
advise agency, do something) 


The 6th annual NPN FACTBOOK issue 
to be published in mid-May 1960 


closes for advertising April 15th, 1960. 


Be sure to get it on your 1960 advertising schedule now. 


@ The subscribers to the monthly NPN and its annual FACTBOOK issue are the oil marketing 
management men in the major oil companies and the independent oil jobbers. These are the 
men responsible for the purchase and maintenance of practically all facilities and equipment 
required for the storage, transportation and merchandising of petroleum products. They are 
also the men who buy the tires, batteries, accessories and other products sold through service 
stations. These buying managers of America's gigantic oil marketing industry keep and use the 
NPN FACTBOOK issue the year-round because it is, in itself, the most complete oil marketing 
management reference library in existence. Be sure the next issue refers them to your prod- 
ucts every time they use it the year-round. 


National Petroleum News 
for Oil Marketing Management 
he 
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CLASSIFIED S EARCHLI C7 HT S | a @ TIO WI soapvertisinc 
EMPLOYMENT + BUSINESS OPPORTUNITIES . EQUIPMENT—USED or RESALE 


DISPLAYED RATE INFORMATION: UNDISPLAYED RATE 


The advertising rate is $17.75 per inch for DISCOUNT OF 10% if full payment is made (Not —— for Equipment Advertising) 
all advertising appearing on other than a in advance for four consecutive insertions of $1.80 a line. Minimum 3 lines. To figure ad- 
contract basis. Contract rates quoted on undisplayed ads (not including proposals) vance payment count 5 average words as a 
request. line. (See 1 on Box Numbers.) 

An ADVERTISING INCH is measured 7% inch POSITION WANTED undisplayed rate is one 
EMPLOYMENT OPPORTUNITIES — $27.00 per vertically on one column, 3 columns—30 inches half of above rate, payable in advance. 
inch subject to agency commission. —to a page. BOX NUMBERS count one additional line. 


Send New ADS or Inquiries to Class. Adv. of National Petroleum News, P. O. Box 12, New York 36, N. Y., For March Issue Closing Feb. 9tb 




















German oi] marketing company entering OIL COMPANY 
ERVICES into accelerated expansion program desires 
to employ distribution personnel with ex- Progressive independent oil company has a permanent 
perience in United States retai] and whole- position for a construction supervisor with initiative, 
sale Petroleum marketing methods. Ap- who is experienced in remodeling old and construct- 
plicants must speak German fluently. Out- ing new service stations. It is required that this 
standing opportunity for those willing to ambitious supervisor be fully qualified to handle a 
relocate in Germany for up to five years. service station program that includes planning and 
PROPANE GAS PLANTS Resume should include salary requirements, remodeling of old stations. Must accept and success- 
educational background, experience, foreign fully carry full responsibility for originating work 
ANHYDROUS AMMONIA PLANTS languages spoken, and should be sent to — operating with contractors and completing 
projects. 
Designed and Installed P-3325 NATIONAL PETROLEUM NEWS Forward resume, including salary requirements, to: 
PEACOCK CORPORATION 520 WN. Michigan Ave., Chicago 11, Ill. PERSONNEL DIRECTOR HESS, INC. 
Box 268, Westfield, STATE STREET, PERTH AMBOY, N. J. 












































ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. ASPHALT PLANT SUPERINTENDENT 
Send to office —_ you. 


By comp: 
‘4 A dius of Rochester, 
NEW YORK 36: P.O. BOX 12 4 joneed—eatume complete “responsibility for one or 


"p l CHICAGO 11: 520 N. Michigan Ave. ve plate uutien, Gaieaenanen, wiatn. ee. 
ut Yourse f SAN FRANCISCO 4: 68 Post St. Man volected. will Tenstion ap aesistent ” to executive 
handling entire —. ry? ane employment. 


: This is an_opportun 
in the Other POSITION VACANT 2 ASPHALTIC. Cononere. ENC 


= 40 
II P pl ve Independent, Inland, Southwestern Retiner, Aen Phone: John J. one TDlewood 6-80: 
opening for esman-Sales anager. ‘arty 
Fe Ow S ace should have knowledge of petroleum wholesale 
and retail marketing with successful background. 
In reply give education and business experience STEEL STORAGE TANKS 
in See i State ce = status, 
present and expec’ income. Include photograph. 
TO EMPLOYERS All replies held confidential with corporation Railroad Tank Car Tanks 
president. P-3472, National Petroleum News. 6,500 to 12, 12,000 Gal. Cov. 
‘o 


SELLING OPPORTUNITY AVAILABLE Cleaned — Pointed — Tested 
pees _ 


TO e MPLOYEES Wanted: Manufacturer's representatives for Al —— 
short line of products sold to major oil companies, — 


equipment distributors, and cooperatives. RW- = ye 
3474, National Petroleum News. Your Inquiries 


Letters written offering Employ- POSITIONS WANTED MARSHALL RALWA 
ment or applying for same are EQUIPMENT CORPORATION 
written with the hope of satisfying Setes and Somes Manager, pe gh a 328-332 Connell Building 

on esires contact wi strong progressive jo . 
a current need. An answer, regard Ten years experience with major in all phases of Tel Scranton 3, 5 es 
less of whether it is favorable or Retail Marketing, Operations, Real Estate, Cred- J 
not, is usually expected. it, Office Management, Maintenance. Outstanding 
x record, excellent references. PW-2887, National 
MR. EMPLOYER, won’t you re- Petroleum News. 
move the mystery about the status BUDGET PAYMENT PLAN 


of an a i application by soit nsles Gtperionce (iivct cnecative level) ith | A,complete budget plan for your fuel oil customers; 
i i ilored to y \ nted w ‘our 
Ee ee anata | Ruben snd eameninn og stan tga | Se ry faite 
. west in all products from L.P.G. to Heavy Oils. 
Graduate Chemical Engineer. Desire contact with CALCULATORS 
MR. EMPLOYEE you, too, can help integrated independent or progressive distributor. P.O. Box 1054 Mansfield, Ohio 
by acknowledging a>plications and Willing to relocate. PW-3526, National Petroleum 


job offers. This would encourage News. 


more companies to answer position Sales executive desires connection with Independ- 
wanted ads in this section. ent or Jobber. Twenty years’ broad and success- FOR RENT 
Ww ake thi P : _ ful experience with majors in all phases of re- 

e make this suggestion in a spirit fining and marketing. PW-3446, National Petro- Industrial warehouse space to 1500 sq.ft. on 
of helpful cooperation between em- leum News. 


ployers and employees. 

































































railroad. With or without shipping service. 


BUSINESS OPPORTUNITIES TEXAS PENN CO. 
201 Camp, San Antonio, Texas 





This section will be the more use- 
ful to all as a result of this con- Bulk Oil Plants, Propane Gas Plants—Selected 
sideration, properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
Classified Advertising Division leum Marketers, 605 Produce Bank Bldg., Minne- 


apelts:S, Minncsetn. WANTED: seo crease maxinc xrrme 


McGRAW-HILL PUBLISHING CO., INC 2000 TO 4000 POUND CAPACITY OR OTHER EQUIPMENT 
oven bs pehang Bowe pede ong (manufacturing | 19 MAKE SODIUM WHEEL BEARING GREASE AND FILL 


330 West 42nd St., New York 36, N. Y. were discontinued. Our research and engineering ONE POUND CANS. 


department will evaluate them for today’s mar- 
ket. Central Illinois Mfg. Co., P.O. Box 157, Be- W-3102 NATIONAL PETROLEUM NEWS 


ment, Illinois. 520 N. MICHIGAN AVE., CHICAGO 11, ILL. 
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Coming Meetings 


FEBRUARY 


>Petroleum Packaging C Packag- 
ing Institute, Lassen Hotel, Wichita, Kansas, 
Feb. 1-2. 

Missowri Petroleum Assn., annual meeting 
and trade show, Chase Hotel, St. Louis, 
Feb. 1-3. 

Western Petroleum Refiners Assn., Gulf 
Coast regional meeting, The White Plaza, 
Corpus Christi, Feb. 3-4. 

Intermountain Oil Jobbers Assn., semi-annual 
meeting, Tropicana Hotel, Las Vegas, Feb. 
3-5. 

International Automobile Service Industries 
Exposition, The Coliseum, New York City, 
Feb. 10-13. 

Iowa Independent Oil Jobbers Assn., an- 
nual convention and trade show, Ft. Des 
Moines Hotel, Des Moines, Feb. 16-17. 
California Petroleum Marketers Council, 
annual meeting, Hotel California, Fresno, 
Feb. 19-21. 

Wisconsin Petroleum Assn., 34th annual 
meeting and trade show, Schroeder Hotel, 
Milwaukee, Feb. 24-25. 

API, Marketing Division, lubrication com- 
mittee meeting, Sheraton-Cadillac Hotel, 
Detroit, Feb. 25-26. 


MARCH 


Oklahoma Oil Jobbers Assn., annual con- 
vention and trade show, Hotel Biltmore, 
Oklahoma City, Mar. 2-4. 


Illinois Petroleum Marketers Assn., 38th 


annual convention and product and equip- 
ment show, Hotel Morrison, Chicago, Mar. 
8-9. 

Society of Automotive Engineers, national 
automotive meeting, Sheraton-Cadillac Ho- 
tel, Detroit, Mar. 15-17. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Alabama Petroleum Jobbers Assn. and Mis- 
sissippi Petroleum Jobbers Assn. semiannual 
meeting, aboard M. S. Italia from New Or- 
leans to Havana, Mar. 18-23. 

Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24. 

Oil Trades Assn. of New York, annual 
meeting, Waldorf-Astoria Hotel, New York 
City, Mar. 23. 

Western Petroleum Refiners Assn., 48th an- 
nual meeting, Hilton Hotel, San Antonio, 
Mar. 28-30. 


APRIL 
API, Transportation Division, highway con- 
ference, Shamrock-Hilton Hotel, Housion, 
Apr. 4-6. 


Oil-Heat Institute of America, annual con- 
vention and trade show, Park Sheraton Ho- 
tel and The Coliseum, New York City, Apr. 
4-7. 


23rd National Oil Heat & Air Conditioning 
Exposition, The Coliseum, New York City, 
Apr. 4-7 


Florida Petroleum Marketers Assn., semi- 


annual meeting, Hotel Hillsboro, Tampa, 
Apr. 6-8. 


Virginia Petroleum Jobbers Assn., annual 
meeting, John Marshall Hotel, Richmond, 
Apr. 11-12. 


Virginia Oil Men’s Assn., semi-annual meet- 
ing, John Marshall Hotel, Richmond, Apr. 
13. 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Netherland- 
Hilton Hotel, Cincinnati, Apr. 19-21. 


Michigan Petroleum Assn., Detroit-Leland 
Hotel, Detroit, Apr. 19-20. 


Oil Heat Institute of New England, annual 
meeting, Sheraton Plaza, Boston, Apr. 19. 


National Petroleum Assn., semi-annual meet- 
ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 20-21. 


Society of Independent Gasoline Marketers 
of America, spring meeting, Hotel Roosevelt, 
New Orleans, Apr. 21-22. 


Colorado Petroleum Marketers Assn., semi- 
annual meeting, Petroleum Club Building, 
Denver, Apr. 22. 


Empire State Petroleum Assn., convention 
and cruise aboard Queen of Bermuda from 
New York City to Bermuda, Apr. 23-27. 


Independent Petroleum Assn. of 
mid-year meeting, Denver Hilton Hotel, 
Denver, Apr. 24-26. 





Built for 
Fast, Cost-Saving 
Deliveries 


@ Helical Pumping Gears . . . hardened iron; keyed to 
shafts with sliding fit; run in axial hydraulic balance. 


. . high-lead bronze, self- 


@) Heavy Duty Bearings . 
lubricating. 


3) Adjustable Relief Valve . . . permits full capacity when 
pumping .. . nozzle shut-off without stopping pump. 
. self-adjusting; mating surfaces 
precision lapped for positive sealing and long life. 
6) Outboard Bearing . . . ample size for full shaft support 


(4) Mechanical Seal . . 


Matt 





Brewer 


Discovered 


i 


40 to 122 GPM 
To 100 PSI 


Eleven years ago, Matt Brewer, of The Matt Brewer Oil Company, 
Elmira, N. Y., discovered the richest, most complete motor oil in 
the world—Pennzoil. And this Pennzoil jobber has been earning 
big extra profits ever since. Selling as much as 800% over quota! 


Pennzoil motor oils and lubricants are Matt’s No. 1 line—and give 


him all these competitive advantages: nationwide product acceptance, 
Pennzoil cooperative plans and dealer programs, and outstanding 
service aids, like the exclusive Pennzoil Kontax System. Backed by 
Pennzoil’s 35 years of top merchandising and advertising experience. 

You may be one of the few distributors or jobbers who meet the 


and protection to gears and inner bearings. : ‘ é 
high requirements for a valuable Pennzoil 


franchise. For information about possible 
openings in your area, WRITE TO: Pennzoil, 
Oil City, Pennsylvania. 


Roper Hydraulics, Inc. 
Dept. 472 P.O. Box 269 
Commerce, G i 
eors'* «ROTARY PUMPS 
Member Penn. Grade Crude Oil Assn. 


8, “oP 
Permit No. 2, Oil City, Pa. @fe Lubricat’® 
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>Oil Industry TBA Group, Pacific section, 
El Cortez Hotel, San Diego, Apr. 25-26. 


MAY 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, May 1-4. 


Tennessee Oil Men’s Assn., spring conven- 
tion, Claridge Hotel, Memphis, May 1-3. 


Oil Industry TBA Group, central section, 
Netherlands Hilton Hotel, Cincinnati, May 
2-3. 


Louisiana Oil Marketers Assn., annual con- 
vention, Roosevelt Hotel, New Orleans, May 
6-8. 


Georgia Oil Jobbers Assn., North Carolina 
Oil Jobbers Assn., and South Carolina Oil 
Jobbers Assn., annual meeting and cruise 
aboard M. S. Italia from Charleston, S. C. 
to Bermuda, May 7-13. 


National Tank Truck Carriers, 12th annua! 
convention and trade show, Mark Hopkins 
Hotel, San Francisco, May 9-11. 


Pennsylvania Petroleum Assn., semi-annual 
meeting, Hotel Bedford Springs, Bedford, 
May 9-11. 


National Oi] Jobbers Council, semi-annual 
meeting, Statler Hotel, Washington D. C., 
May 15-18. 


API, Marketing Division, lubrication com- 


mittee meeting, Bedford Springs Hotel, Bed- 
ford Springs, Pa., May 16-17. 


API, Marketing Division, mid-year meet- 
ing, Statler Hilton Hotel, Cleveland, May 
18-20. 


North Carolina Oil Jobbers Assn., spring 
meeting, The Carolina Hotel, Pinehurst, 
May 19-22. 


>Oil Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 19. 


Coming Meetings 





Gasoline Pump Manufacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, W. Va., May 25-27. 


JUNE 


Assn. of American Battery Manufactur- 
ers, The Ambassador Hotel, Los Angeles, 
June 1-3. 


Oil Heat Institute of New England and 
New England Fuel Dealers’ Assn., annual 
meeting, Wentworth by-the-sea, Newcastle, 
N. H., June 5-9. 


MANAGEMENT INSTITUTES 


Nebraska Petroleum Marketers Assn., Uni- 
versity of Nebraska, Lincoln, Feb. 15-17. 


National Assn. of Oil Equipment Jobbers, 
Georgia Tech, Atlanta, Feb. 17-19. 


Mississippi Oil Jobbers Assn., University of 
Mississippi, Oxford, Feb. 22-24. 


Northwest Petroleum Assn., Oil Men’s Club, 
Nicollet Hotel, Minneapolis, Mar. 8-10. 


Kentucky Petroleum Marketers Assn. Sth 
management institute, Brown Hotel, Louis- 
ville, Mar. 14-17. 


Oklahoma Oil Jobbers Assn., University of 
Oklahoma, Norman, Mar. 29-31. 


South Dakota Independent Oil Men’s 


Assn., Huron College, Huron, Mar. 29-31. 


Indiana Independent Petroleum Assn., In- 
diana University, Bloomington, Apr. 6-8. 


Missouri Petroleum Assn., 
Missouri, Apr. 12-13. 


North Carolina Oil Jobbers Assn., University 
of North Carolina, Chapel Hill, Apr. 18-22. 


>Kansas Oil Men’s Assn., University of 
Kansas, Apr. 13-15. 


Iowa Independent Oil Jobbers Assn., State 
University of Iowa, Continuation Center, 
Iowa City, Apr. (exact date unavailable at 
publication). 


Wisconsin Petroleum Assn., University of 
Wisconsin, May 3-5. 


University of 


First listing. 





SWING 


No. 82 


Series 80 OILCO swing joints speak for themselves 
Designed and 


in el -Jaielaute liam 


OUCO 


No. 83 


Takelthyiat-<m 


Tale lial-t-14-1¢ MR dita) 


Two widely 
minimum friction. High load capacity and perfect 


JOINTS 


oo 
ye 


spaced ball races insure 


utmost skill and precision. Heavy duty construction, 
tol am o]geleh Mme laloM (ohn amuilollsti-lalola o- Mol a-MEial-Mm eo) it MBs -To 


alignment. Precision machined surfaces give long 
life to the seals. Grease fittings supply both ball 


races. All variations are shown in Oilco catalog 
No. 700 


tures. Offered in many designs and variations to 


meet the diversified needs of the liquid handling Write for your copy today. 


Representatives in all leading cities, U. S. and Canada 


OIL EQUIPMENT MANUFACTURING CO., Inc. 


3100 VERMONT AVENUE LOUISVILLE 11, KY., .U. S. A. 
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Rockwell-Nordstrom Valves . 
Roper Hydraulics, Inc. . 
Rotary Lift Co. 


Scovill Mfg. Co. 

Scully Signal Co. cron 
Searle Leather & Packing Co. ..... 
Sinclair Refining Co. ............. 
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198 
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172 

103 
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194 
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198 
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Smith Corp., A. O. 

Smith Corp., A. O. . 4th Cover 
Standard Oil Co. of Calif. ...... yet 
Sun Oil Co. . OS a eae Pa 


Ten Hoeve Brothers . 

Texaco Inc. . 

. 162, 3rd Cover 
Tung-Sol Electric, Inc. .... 


Tokheim Corp. .. 


United Motors Service—GMC ... 
U. S. Rubber Co. .. 


Veeder-Root, Inc. 
Viking Pump Co. 


Wagner, Inc. Paul 

Warner Lewis Co. 

Warner-Patterson Co. ......... 

Weaver Mfg. Co. ... . 178 
Westinghouse Electric Corp. ... 192 
Wheaton Brass Works eeeey 
Whiteway Mfg. Co. ........... . 138 
Wilson’s Sons, Inc., Wm. M. .... 160, 168 
Wix Corp. . See: ce 
Wood Co., John .... 17, 18, 19, 21, 23, 27 
Worthington Corp. ............. . 189 


Professional Services 


CLASSIFIED ADVERTISING 

F. J. Eberle, Business Manager 
Employment Opportunities .. 197 
Business Opportunities 197 
Equipment 

Used or Surplus new 

For Sale . Se ip Ne J 
Wanted ty eR 





Regional Sales Representatives 
W. J. Parkin,Adv. Sales Manager 


ATLANTA 3, 1301 Rhodes-Haverty Bldg., 
W. O. Crank, Jackson 3-6951 
BOSTON 16, 350 Park Square Bldg., 
Dawson A. Rutter, Hubbard 2-7160 
CHICAGO 11, 520 North Michigan Ave., 
Ray Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 901 Vaughan Bldg., 1712 Com- 
merce Street 
Robert T. Wood, Riverside 7-5117 
DENVER 2, Tower Bldg., 1700 Broadway 
J. W. Patten, Alpine 5-2981 
HOUSTON 25, 724 Prudential Blidg., 
Robert T. Wood, Jackson 6-1281 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry,Huntley2-5450 
NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 
PHILADELPHIA 22, Room 1111, Oliver Bidg., 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Room 1111, Oliver Bldg., 
Walter G. Berger, Express 1-1314 
SAN FRANCISCO 4, 68 Post Street 
Scott Hubbard, Douglas 2-4600 
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® Many a Slip. New England dealer association men 
report they sent flowers to the manager of a newly opened 
station, congratulating him on his opening. But the florist 
put the wrong card with the flowers and the dealer got a 
message reading, “Deepest Sympathy.” 

Later the florist called the association to apologize. 
What really worried him, he said, was the card that had 
gone off with the funeral wreath: “Congratulations and 
good luck in your new location.” 


® Forty-Ninth State. They’re telling about the old-time 
Texas jobber who was having trouble with his son. The 
boy wanted to go to Alaska and start a jobbership there; 
said he’d grown up in the biggest doggone state in the dog- 
gone country and he wanted his kids to be able to say 
the same thing. 

“Boy,” said the old timer, “Don’t make a jackass of 
yourself. Soon as summer comes, half of Alaska’s goin’ 
to melt away and Texas’ll be biggest again!” 


® Big D. A dealer in Dallas has announced he’s fed up 
with station overbuilding, and is telling his supplier he 
wants vertical space above his station included in his next 
lease. Says he figures they'll soon be building stations on 
top of one another—and he’s always wanted to be a two- 
station dealer. 


bottom of the barrel 
































“Ha, ha, ha. That’s one on me, all right. Had two 
pages stuck together when I quoted that price.” 
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“We'll give it one more day to do something. 
Then we'll clear it and turn it into a parking lot.” 
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You don’t have to be a muscle man 
to lift this new, light hose 


B.F.Goodrich improvements in rubber brought extra savings 


Bux used to mean strength in hose. 
But that’s no longer true with this 
new B.F.Goodrich tank truck hose. It 
makes handling heavy, bulky hose 
unnecessary. Drivers make faster deliv- 
eries, more per day. 

The lightness and flexibility of this 
B.F.Goodrich tank truck hose is made 
possible by high tensile nylon cord 
used for reinforcement. It’s 20% light- 
er than other hose of the same size. 
This B.F.Goodrich hose can take sharp 
U-turns, or even an O-bend, without 


flattening to cause shutoffs or slow 
deliveries. 

Special rubber compounds make the 
tube of the B.F.Goodrich hose com- 
pletely gasoline-proof, eliminate swell- 
ing or flaking. A wire spiral woven 
into the body of the hose acts as a 
static ground on the couplings. The 
hose can be dragged over concrete and 
gravel, or through gasoline, oil or 
grease without damaging the tough 
cover. 

This new lightweight construction 


makes 3” hose, shown above, easy to 
handle and 4” hose really practical for 
the first time. One man can load it, 
hook it up and reload it on the truck 
without help. By using a large size 
hose, even more deliveries can be made 
each day. 

The improvements in this B.F.Good- 
rich hose, known as Type 82-A, can 
help you get faster deliveries, reduced 
operating costs with your tank trucks. 
Your B.F.Goodrich distributor can give 
you more information. B. F. Goodrich 
Industrial Products Company, Department 
M-783, Akron 18, Ohio. 


B. E Goodrich fank truck hose 
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OKHEIM 


~ Up front in the soarin 
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TOKHEIM CORPORATION 


~ 
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To get up front in the “soaring sixties” 


_ choose the pump up front — choose 


‘Tokheim. For in 1960 Tokheim gives 
more of everything you need in a 
gasoline dispenser to carry your sta- 
tions out ahead of. competition. In 


styling, in features, in low cost of 


maintenance you'll find Tokheim up 
ahead of the pack. And in choice of 


FORT WAYNE, INDIANA 


Er <i 
- 


models there’s just no Comparison — 
three beautiful styles, lighted or un- 
lighted; complete pumps or dispens- 
ers; singles, twins, duals. It’s no won- 
der Tokheim is the preferred pump 
among all service station owners. Tie 
your station to Tokheims and watch 
business soar in the sixties. See your 
Tokheim representative today! 


SYMBOL OF EXCELLENCE 


——~=« 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A.G., Lucerne, Switzerland 





OKHEIM 


GASOLINE PUMPS 


This bottom-loading operation is on its own! 
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A. O. SMITH KEY-COUNTER 
SYSTEM SERVES HAULERS 24 
HOURS A DAY... REQUIRES 


MINIMUM SUPERVISION 





“Turn-key” service by A. O. Smith — the first bottom-loading, 

key-counter installation in operation. Opened at one of the northern 

terminals of a major oil company, it has shipped several million gallons 

of fuel oil during the first six months of operation. 

It works like this! Driver presets quantity wanted (choice of No. 1 range 

oil or No, 2 diesel) and opens A. O. Smith’s step-stop valve with his personal key for his 
company’s exclusive counter. A. O. Smith’s key-counter system does the rest—valve automatically 
shuts off at preset figure and key-counter registers the exact total taken out by the customer. 
Printed ticket (net gallons corrected automatically to 60°) records each transaction for billing. 


Advantages are two-fold! The company requires very little supervision — one employee leaves new 
tickets each morning and picks up recorded tickets from previous day’s purchases. Hauler can 
schedule his operation for anytime, day and night, to best fit his requirements. System also 
eliminates need for additional rolling equipment — makes for more deliveries with less equipment. 
To find out more on how A. O. Smith “turn-key” systems can fit into your 

operation, contact your A. O. Smith meter representative or write direct. 


Through research ES ..@ better way 
AOSmith 
2.5" 3 N 


Smith- E22 Division 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, IIl.; Houston 2, Texas; Los Angeles 22, Calif.; New York 
17, N. Y.; Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. 0. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 








